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The “Kitchen Engineer” 
with her Reynolds 
Wrap, knows ond 
demands aluminum 
foil packaging! 


SEE “MISTER PEEPERS,” storr 


Watch sales soar on Bonomo’s Peanut 
Brittle in its new package of Reynolds Alu- 
minum Foil. And mark well this important 
fact: Packaging cost will be peanuts” com- 
pared to sales increase! That's been tested 


...and proved, 


Proved positively is the unique ability of 
Reynolds Aluminum Foil to keep candy 
free from stickiness, peanuts roaster-fresh, 
This product will stay as perfect as the illus- 
tration Jooks ...an appetizing picture not 
always seen through a ““window”’, for light 
as well as moisture can be damaging. Shop- 
pers reach for this gleaming package... buy 


ng Wally Cox 


on sight, the first time; buy again and again 
on proof of better quality. 

This package is Reyseal*...a heat-sealing 
lamination which, like most protective foil 
materials, is a Reynolds development. The 
design is by Reynolds expert art staff. The 
wrapper is printed by Reynolds, pioneers 
in color-gravure work on foil, source of 
outstanding aluminum foil labels. 

Let us show you what Reynolds Aluminum 
Foil can do for your product. Don’t miss 
“The Greatest Sales Show on Earth.” 
Call the nearest Reynolds Sales Office or 


write direct to Reynolds Metals Company, 
General Sales Office, Louisville 1, Ky. 


*Reg. U.S. Pat. Off 


REYNOLDS ALUMINUM 


Sundays, NBC-TV. HEAR “Fibber McGee and Molly,” Tuesdays, NBC Radio Network 
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When a brand needs a friend! 


A brand can get pretty lonely, sitting 
on a shelf in a super market. 

There’s no grocery clerk at hand to 
recommend it . . . no one to give it a 
break. It can only sit and wait. It’s not 
going anywhere until some good friend 
gets WOMEN to give it a tumble. 


McCall’s Magazine is such a friend of 
brands. 


FRIENDLY FACTS ABOUT McCALL’S—Every 
month the women on McCall Street turn to 
McCall’s for food ideas to help them plan 
meals for their families. The brands they 
see on the advertising pages go on their 
shopping lists. 
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Then, McCall's does other friendly things. 


It promotes the McCall’s-advertised products 
through its nation-wide promotionsof National 
Brands, the nation’s biggest food promotions. 
Also, thousands of super markets use McCall’s 
Ad Planner Service to feature these products 
in their own local advertising. 


You want women to choose your brand. Make 
McCall’s your friend at the point of decision. 


McCalls 


OVER 4,400,000 CIRCULATION 
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If you're fishing for ways and means to 
make your direct mail more attractive 
and more effective, call James Gray, 
Inc. 


We've learned, in thirty-four years, ex- 
actly what bait your mailadvertising 
needs to lure more business, more 
sales, for you. 


Best of all, you needn’t cast around for 
service when you call James Gray, Inc. 
Because we are direct mail specialists, 
we'll attend to all the phases of any as- 
signment ... from the ideas that spark 
your sales campaign right through to 
final distribution. One call brings you 
complete facilities for lithography, 
printing, letter production and mailing. 


Get economical, efficient service for all 
direct mail needs . . . get on the line 
to James Gray, Inc. 


“Ask us how we help The Epicures’ 
Club hook a mail selling success. 


MUrray Hill 2-9000 


lettercraftsmen 
lithographers 
printers 
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ADVERTISING 


"We've Been Gypped by 
‘Bait’ Advertising .. ." 


That's the complaint Better Business Bureaus hear from con- 
sumers who've heeded “misleading” advertising of food 
freezer plans and slick TV repair deals. Bureaus across coun- 
try are swinging a sharp meat axe. we PEN as 


DISTRIBUTOR RELATIONS 


Solicit Your Distributors’ 
Views of Yourself! 


You may be surprised how the people who wholesale your 
products feel about your policies, your inside and outside men, 
and your general business attitude toward them. Their frank 
answers will help you correct weakness in management. 
By Louis H. Brendel, Merchandising Director, James Thomas 
Chirurg Co. . : Sie 5d Te 


MARKET DEVELOPMENT 


Why 1.5 Million Teen-Agers 
Are Likely Toni Buyers 


With materials supplied by Toni, some 30,000 home economics 
teachers have staged hundreds of good grooming classes in 
the schools in the past five years. You'll find an eager audience 
for helpful information—minus horn blowing. .............. 


MARKET RESEARCH 


Bay City Tells All: Remodeling Spree 
To Open Huge New Markets 


A number of people, it appears, plan to re-build, re-furbish, 
modernize, and generally change about. Object: to make their 
living more convenient, more luxurious. The facts come from 
a saturation research project sponsored by Domestic Engineer- 
ing in a small city in Michigan. 

By George L. Milne, Director of Marketing and Research, 
Domestic Engineering. 


MARKETS 


What IHC Says to Farmer's Wives 
About Food Freezers 


With a respected name and solid dealer organization, Inter- 
national Harvester had a running start with a new appliance. 
But this old concern plunged into the field with resourceful- 
ness and push of a newcomer. 

By R. H. Burnside and J. H. Coats, International Harvester Co. 


PACKAGING 


Why Didn't Some One 
Think of This Before? 


Dryco turns a nuisance into a convenience with a leakproof 
capsule of lighter fluid you buy most anywhere and which you 
can carry in your pocket. A General Foods salesman picks up 
an idea from a G.I. back from England, and builds a busi- 


Why Pangburn's Hep 
With the Hot-Rod Set 


Pangburn Candy's president discovered he was out of touch 
with the new generation, decided that to get ‘teen’ business he 
must talk ‘teen’ talk. That’s why the company’s new candy 
packages wear all but bobby sox. 

By Warren Lee, Sales Manager, Pangburn Candy Co., Inc. 
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SALES AIDS 
| Industrial prodin, 


Are You Using Visuals Equipment. " in? 
To Sell to Government? N _ gr 
ews 

Many an explanation usually precedes your formal competi- 

tive bid on federal contracts. Your illustrated story is likely ——/ WHAT 

to be welcomed by government officials because they are mak- 2 

ing increasing use of visuals for their own explanations. | WITH? 

By Jerome Shoenfeld, Washington Editor . 


How to Ring Fresh Change 
On an Old Sales Theme 


American Gas Association’s Annual Old Stove Roundup has 
been roping old stoves and selling new gas ranges for years 
Here’s how Southern Union took the 1952 affair by the horns, 
upped gas range sales by 112%. 

By Allen D. Schrodt, Sales Co-ordinator, Southern Union 
Gas Co. . ; 


1EN TELLS ME WHAT TO DO IT WITH 


Why 62,000 buyers read IEN 


SALES TRAINING | Find out the purpose of your reader 
and you'll know his reaction to your 
How Snap-On Breaks a Sale message, The idea you want to plant 
Into Its Component Parts in his mind is bound to be colored 
Few salesmen can take a bare set of principles and translate by what he is thinking when he sees: 
it into a successful sales presentation. They need a detailed your ad. 
blueprint of every step of the sale. Here’s a boil-down of 62,000 buyers read IEN for one rea- 
Snap-On’s ABC’s of effective personal selling. son: buying information. 62,000 
By Paul J. Schutt, Snap-On Tools Corp. . b : tit. . > | 
uyers have nothing on their minds 
Canco Now Trains with but what to do it with better, or for 
Seminars for Salesmen less. 


In the next four months, all of American Can’s 125 salesmen When an IEN reader 
will take part in a series of informal talks with key execu- 
tives and study five types of sales failures. Result: Directed finds your product 
self-training by both older and newer men. you have found 


By John H. Caldwell ...... a good prospect 


He is a good prospect: 


because his firm is active, high! 
rated; 

because the nature of IEN’s service 
has automatically picked him for 
buying and specifying influence; 
Advertisers’ Index .. ; Sales Trends (Consumer) ..... above all because his purpose 
Comment ....... Scratch Pad coincides with your purpose... 
High Spot Cities Significant Trends better buymanship. 


The Human Side . They're in the News .. When you are looking for new mark- 
People and Their Ideas ....... Tools for Selling tere ets, IEN will find and sell them for 
Readers’ Service ............. Worth Writing for ... as little as $150 a month, $1800 a 
year. 


DEPARTMENTS AND SERVICES 


TC HELP YOU SELL, ASK FOR: 


The IEN Plan 


COMING FEBRUARY 15: | he alpOrebd ao goee 


news release 


What's behind the Fantastic | te. eee oe eee 


productive ads 


Upsurge in Sales at Franklin Life? lew ¢ 


> cash in o 


** * * 5) NIAA Report 
CCA Audit 


Italian Swiss Colony Packages Find 
New Buyers in a Neglected Market Industrial 


eee | Equipment 
Ekco Says, "Pick Your Line-Leaders 
When You Have a ‘Sale’!"’ 
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Here’s the guy 


people buy from 


in Memphis EXECUTIVE OFFICES, 386 Fourth Avenue, 


New York 16, N. Y. Lexington 2-1760 


EDITORIAL 


Selling Southern Style EDITOR......... Lecceete Phillip Salisbury 

MANAGING EDITOR. JR. 
DIXIE ASSOC. MANAGING EDITOR. John H. Caldwell 
) / SPECIAL FEATURE EDITOR. .Lawrence M. Hughes 
SENIOR ASSOCIATE EDITOR ..... Alice B. Ecke 
Merry-go-round i ASSOCIATE EDITORS... Harry Weodward 
CHICAGO EDITOR.............David J. Atchison 
featuring WASHINGTON EDITOR........Jerome Shoenfeld 
ROVING EDITOR... A. G6. Mezerik 
A ubry Guy CONSULTING ECONOMIST. Peter B. 8. Andrews 
ASS'T, TO MANAGING ED....Richard $. Cooley 
PRODUCTION MANAGER Mary Camp 

Memphis’ leading disc jockey ASS'T, PRODUCTION MANAGERS 

Aileen Weisburgh, Florence Baldassarre 
7:00—8:00 A.M. Daily EDIT, ASSISTANTS. Judith Recht, Gladys Mandell 
We READERS’ SERVICE BUREAU......H. M. Howard 


a . LIBRARIAN... ‘ -......Mary Lou Martin 


T LE 
For 15 years, Aubry Guy has been synonymous with ane eee Sees 
“sell” in Memphis. SALES MANAGER John W. Hartman 
SALES PROM. MGR. Christopher Anderson 
ASS'T. PROM. MGR. Madeleine Roark 
PRODUCTION MANAGER.........Nancy Buckley 
FIELD MANAGERS 


- . , . NEW YORK 16, N. Y. (386 Fourth Avenue; 
Now heard over WMC from 7:00 to 8:00 A.M., Lenington ‘s'1766): Meat Vo Need WE 


his easy style makes it the top morning record show Dunsby, Wm. McClenaghan. 


in Memphis. CHICAGO 1, ILL. (333 N. Michigan Avenue. 
. i tate 2-1266): . Lovejoy, Jr., W. J 
Reprinted from the December 10, ‘ 
1952, issue of the Memphis Com- Commichool. 


Aubry has just returned mercial Appeal. : SANTA BARBARA, CALIF. (15 East de la 
f K h h — . . : Guerra, P. O. Box 419, Santa Barbare 
a ; 2. ere he re- 23612): Warwick S, Carpenter. 
corde undreds of in- 
terviews with Mid-South 
servicemen. 

These interviews have 


Today his style is paying off bigger than ever 
before. 


Hl 
: 
135 


SUBSCRIPTIONS 


~ ERVIEE INTERVENS DIRECTOR....... weseee-R. E. Smallwood 


Siceedilee SUBSCRIPTION MANAGER... ..C. ¥, Kohl 
been an extremely pop- Far East Sailors will wa $8.00 a year; Canada, $9.00; Foreign $10.00 
ular feature on Dixie To Relatives 
Merry-go-Round—keep- somannay. SALES MEETINGS 
ne he p ig OH = ~ MERRY-GO-ROUND SHOW (quarterly, Part It of SALES MANAGEMENT): 
Oo e news, 1n tune wi | editorial and production offices: an e 
its vast audience. Aubrey Guy of WMC, WMCF andl Bidg., Philadelphia 10, Pa. 

For “sell” ii Memphis, 
-here’s the “guy” to do OFFICERS 


the job for you. | PRESIDENT AND PUBLISHER.......Raymond Biil 
GENERAL MANAGER............Philip Salisbury 


° e ° SALES MANAGER .. ....John W. Hartman 
Contact your nearest Branham Office or write, wire TREASURER Souend Lyman Bill 


or *phone Earl Moreland, WMC, Memphis. VICE-PRESIDENTS E. Lovejoy, Jr., 
Merril V. Reed, W. E. casi R. E. Smallwood 


SALES MANAGEMENT, with which is Incorpor- 
ated PROGRESS, is published semi-monthly on 
the first and fifteenth except in May and Novem- 
ber when it is published on the first, tenth and 
twentieth, Affillated with Bill Brothers Publishin 
Corp. Publication (printing) offices, 34 Nort 
Crystal St., East Stroudsburg, Pa. Address mail 
to New York office, Entered as second class 
matter May x. 1942 at the Post Office, East 

M P M ee be t 4g Stroudsbur under the act of March 3, 1879. 
‘ Copyright aie 1, 1953 by Sales Management, 
Inc. 
NBC — 5,000 WATTS — 790 K. C. 
National representatives, The Branham Company 
ato 
WME 260 kw Simuttaneously Duplicating AM Schedule oystt eg NB P 
WMT First TV Station in Memphis and the Mid-South agp ‘ABC, 


Owned and Operated by The Commercial Appeal *Cure* 
February |, 1953 Volume 70 No, 3 
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Member 


ny U.S.A. Canteen 
(2) Men’s Fashions 
€) Bread & Butter 
G) A la Carte 


4) Singing star Jane Froman is the shining light of 
U.S. A. Canteen, sponsored Thursdays on CBS-TV by the 
General Electric Company (Lamp Division). Rounding out 
the program are singers, dancers and comedians who, like 
Miss Froman, have entertained in armed-services shows. 
Also featured are talented young people in uniform, choral 
and dance groups, and the Henry Sylvern orchestra. 


i 
we bot se . 
gree aw 


© Despite competition, wringer-type washers continue 
to be the washer industry's bread and butter. To help 
wringer washers get their rightful share of dealer effort. 
these “bread and butter” trade ads sum up the points that 
make machines equipped with Lovell wringers easy to sell. 
Prepared by BBDO Cleveland, the series has won praise 
from washer makers, who are Lovell’s real customers. 


ta 


U2) Full-color pages like this in major city newspaper 
supplements are sending people into the stores for the 
particular Faultless pajamas and shorts pictured. What's 
more, the advertisements are helping increase distribution 
for the entire Wilson Brothers line of men’s furnishings. 
Art work for the series, faithfully reproducing the beauty 
of style and pattern, is by top magazine illustrators. 


Q In addition to preparing distinctive advertising for 
10 of the fine restaurants of the Union News Company. 
BBDO offers this client a pastry tray of special services. 
They include designing matchbooks, menus, cocktail nap- 
kins and other pieces, making studies to determine the type 
of operation suitable for new restaurants, and scheduling 
the insertion of ads to level out the weekly sales curve. 


BATTEN, 


NEW YORK * BOSTON + 
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BARTON, DURSTINE 


BUFFALO *® CHICACO © CLEVELAND 


& OSBORN, 


* PITTSBURCH © MINNEAPOLIS * 


INC, 


SAN FRANCISCO * 


Advertising 


HOLLYWOOD LOS ANCELES * DETROIT 


some spots are better 


For the best spot, at the right time, at the right place 
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Boom or bust... it’s all in the way you plot the spots. And 
it’s a story with a happy ending every time you use the television 


stations represented by NBC Spot Sales. 


These stations take a personal interest in making your spot TV 
advertising a sales success. Their merchandising activity, for instance, 
has paid off for advertisers in nine leading markets. Direct 

mail... point-of-sale displays ... on-the-air and newspaper promotions 
. calls on key outlets by local TV personalities ... all these 


and more help sales curves climb. 


By every measure, spot TV advertising is your best media value 
today. Just call your NBC Spot Salesman now and you’!! be all smiles 
when you plot the spots on your next sales chart. 


SPOT SALES 


30 Rockefeller Plaza, New York 20, N. Y. 


Chicago Cleveland Washington San Francisco 


Los Angeles Charlotte* Atlanta*  ‘*Bomar Lowrance Associates 


i, 963 


representing 


TELEVISION STATIONS: 


WRGB 


WNBT 
WNBQ 
KNBH 
WPTZ 
WBZ.-TV 
WNBK 
WNBW 
KPTV 


representing 


Schenectady- 
Albany-Troy 
New York 
Chicago 

Loa Angelea 
Philadelphia 
Boaton 
Cleveland 
Washington 


Portland, Ore 


RADIO STATIONS 


San Franciaco 
Cleveland 
Washington 
New York 


Chicago 


The Pickled Mushroom Queen 


Knowing that SM _> readers appreciate substantiated accounts of 
business acumen, male or female type, we sent our St. Paul corre 
spondent over to look up Mrs. William Lehmann. Josephine, who 
is just about to hit that 60-year mark, qualifies as the pickled mush- 
room queen in those parts. Or in any other part of the country. 


French-born Jo, through very limited advertising, very good me 


chandising and an effusive personality, has parlayed an almost-forgot 
MANAGERS ten French recipe into a business that is reaching out into all parts 


of the country. 


OF This St. Paul operative of ours found Mrs. Lehmann in a cave, 
practically knee deep in mushrooms and what she calls compost 
which in this case is a polite name for steamed horse manure. Which, 

b R kiddies, is what these mushrooms grow in. And she told her story: 
+ Back in the depression days, while seeking ways and means of 


augmenting the family income, she recalled the pickled mushrooms 


which had been a holiday delicacy back in France. She inquired 
around, learned there was nothing comparable on the market in the 
a n United States. She roughly remembered how her father had processed 


mushrooms and she made further inquiry, with relatives in France, 


to set up the precise ingredients and the procedure. 
VARIE Y ‘Then she and her husband rented a cave on the banks of the 
Mississippi, in which to grow the mushrooms. 


STORES Atter processing the first mushrooms, testing, rearranging the recipe 


and one thing and another, Mrs. Lehmann market-tested the product 


by putting a few jars in two Minneapolis and St. Paul stores with 
READERS 
OF THE 


NEWAR 
NEWS wz... 


% Your basic advertising 


medium in America's ¥ aon 


11th market. HOW DOES YOUR GARDEN GROW, JO? This is not a coral bed on the ocean 


floor . . . This is a mushroom cave and that's Jo Lehmann, harvesting a crop of 
mushrooms. From them she makes pickled mushrooms, a cocktail embellisher. 
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Fed up with 


seorehy parc’? 


For 40 years competition has kept stiffening 


... yet Brillo sales continue to mount 


y 
WU hen a new product fills a 
universal need it is sure to 
have imitators—as the Brillo 
Manufacturing Company fore- 
saw 40 years ago. 


Back in 1913 Brillo introduced 
America’s first metal-fiber scour- 
ing pad. Housewives welcomed it 
enthusiastically. But chen com- 
petition entered the field, how was 
Brillo to keep its sales ex panding? 

Education, month after month! 
The makers of Brillo recognized 
that mass production gave them 
economy and ethciency in manu- 
facturing. They also saw that this 
same principle could be applied 
to building sales—by telling the 


1953 


housewives consistently what 
Brillo would do for them. 


Beginning with modest space 
in a few magazines, they took the 
news of the benefits of Brillo tu 
housewives month in, month out. 
Sales 
Brillo added newspapers, more 
now TV— to reach 
still more people who would bene- 
ht by its use. 


increased. As they grew, 
magazines— 
With education— expansion! 


So well has this program of con- 
sistent mass education worked 


that the Brillo factory has ex- 
panded four times to meet in- 
creased demand. Brillo sales have 
grown and grown for 40 years. 


Thus our chent gets effective- 
ness and economy through the 
mass selling ability of advertising 

just as his mass manufacturing 
makes the product itself widely 
available at low cost. 

Can these benefits of advertising 
be better utilized in your behalf, too? 
We would be glad to talk with 
you about it. Just call or write: 


J. WALTER THOMPSON COMPANY 


420 Lexington Avenue, 


, Chicago, Detroit, San 


New York 17, N. Y. 


Francisco, Los Angeles, Washington, D, C., 


ni, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao 


— . 
Paulo, Santiago 


Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 


Elizabeth, Capetown, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne. 


Pls Coverage 


For Your GROWING 
Southern Markets 


1. ADVERTISING AND MARKETING 


Southern Advertising and Pub- 


lishing. Covers advertisers, sales and ad- 
vertising managers and their advertising 


agencies. i- 


New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 


ern baking industry. 


Southern Food Processor. 


Reaches the leading processors, packing in 
cans, glass and frozen packages. 


y BAKING 


3. FOOD PROCESSING 


4. GARMENT MANUFACTURING 


Southern Garment Manufac- 


turer. Spokesman of and friend to this 
two-billion-dollar Southern giant. 


5. FERTILIZER 


Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 


6. JEWELRY 


Southern Jeweler. Jewelers in the 
South share generously in rising Southern in- 
comes. Full coverage of retailers and whole- 
salers. 


PULP AND PAPER ; 


Southern Pulp and Paper Man- 
ufacturer. National circulation, intensive 
coverage of the South's expanding paper and 


pulp industry. 


Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
superintendents. 


PRINTING 


9. STATIONERY AND OFFICE EQUIP. 


Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 


ABERNETHY PUBLICATIONS 


ERNEST H. ABERNETHY, President 
75 Third Street, N. W., Atlanta, Ga. 


limited but high-quality trade. The jars didn’t sell. Mrs. Lehmann 
wasn't familiar with the term point-of-purchase display material, but 
she says she “got some fancy signs made, got the stores to put the 
jars on top of the display cases along with the signs—and boy, did it 
sell then!” You can learn a lot from Jo Lehmann. 


Among the purchasers were some Twin Cities newspaper and 
radio people, who noted an odd thing: During a party, when there 
were dishes of pickled mushrooms around, the guests drank an awful 
lot of whisky but they didn’t get boisterous. 


At any rate, with business pouring in as a result of her local pub- 
licity, Mrs. Lehmann did some limited advertising, including a few 
small spots in eastern magazines slanted at epicures. 


The influx of orders posed two problems for Mrs. Lehmann. One 
was that production was falling behind sales volume. It takes three 
months, in the caves, to develop a mushroom from the spore to its 
pickled state in a bottle. That involves getting that compost stuff 
into beds, steaming it, planting the spawn, then covering the growing 
fungi with dirt, which forms the mushrooms as the plants grow 
through. Then you have to scrape the cave walls to control disease. 
Mrs. Lehmann is currently constructing two brick mushroom 
houses. She’s confident that by proper control of humidity and dis- 
ease, she can reduce the growing time to six weeks. 


The other problem involves that certain raw material needed fo: 
growing mushrooms, There aren’t many horses around—in this gaso- 
line age of ours—and the Lehmann production workers are down to 
haunting the riding stables. 


Tempest in a Top Hat 


When precedent-breaking Dwight D. Eisenhower chose to wea 
a Homburg at his inauguration instead of the tradition-hallowed high 
hat, howls of anguish went up from some segments of the men’s 
fashion world. Crushed, but not defeated, is the New York manu- 
facturing firm, M. Fluegelman, Inc., maker of inaugural toppers for 
all presidents from Roosevelt (T.R.) through Truman. 


Ike made no public pronouncement on his choice but word leaked 
out that he was afraid a high hat might slip and slide. Proud of its 
record in fitting the Jong oval heads of past presidents, Fluegelman 
maintains it would have done equally well by Ike, even though he is 
a round oval. 


Fluegelman is one of a few survivors of the once-flourishing silk 
hat industry. The firm employs practically all the members of the 
venerable Silk Hatters Guild in New York, all of them 60 or older. 


Mortimer Loeb, Fluegelman’s head, doesn’t like the term high hat 
and claims it is incorrect, since the height is now only about 5% 
inches. (Maybe he is also influenced by the connotation of snobbish- 
ness in the term.) In any case, the industry prefers the designation 
silk hat. Fashions change slowly, and a man can usually get along 
with one topper in his lifetime. Yet the evidence of change is striking, 
as shown by a likeness of Lincoln in his stovepipe model. 


Founder Fluegelman got started as purveyor to presidents when 
he sent T.R. a silk hat as an inaugural gift. Continuing the custom 
with other chief executives, he collected a nice set of thank-you 
letters on White House stationery. 


With the silk hat business dwindling, the company has had to 
diversify. It does a big volume in refurbishing men’s hats. 


Tailor and Cutter, the renowned British men’s wear journal, 
protested against Eisenhower’s refusal to wear a silk hat at his 
inauguration. But this was more than offset by huzzas from Ameri- 
can businessmen who, in answer to their wives’ pleas, “Let’s go 
formal,” will be able to say, “if Ike wouldn’t wear a high hat, why 
should I?” 
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MAKE A LONG DISTANCE CALL “IN PERSON” 


It’s fine to make a long distance call, but it’s better 


to be there “in person.” Fly Capital Airlines— 


the convenient, economical way 


to get there in a comfortable hurry. ef, ital 


Over 500 flights dany to 75 cities AIRLINES 
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“More than seven years 
House Beautiful without 


says Mr. Alldor M. Nord, 
president of Union-National, Inc. 


“We chose House BEAUTIFUL...” 


...OUF volume expanded to the point 
that we were able to increase from 
one-eighth pages to one-half pages 
heing used today in every issue. 


We knew House BEAUTIFUL was read 
and studied thoroughly not only by the 
upper-bracket buying public but 
by home furnishings buyers of the 
better stores throughout the country. 


Mr. Nord’s statements point up the fact 
that if you want to sell more merchandise, be 
4 REGULAR HOUSE BEAUTIFUL advertiser! 


ana 


not a single issue of 


4 Union-National ad 


UNION-NATIONAL, INC. 


French Provincial and 18th om 
English Style Furniture 


EE j|AMESTOWN, NEW YORK ———— 


Mr. Richard A. Yoefer, Publisher 
HOUSE BEAUTIFUL Magazine 

572 Madison Avenue 

New York 22, New York 


Dear Mr. Hoefer: 


Our problem back in 1945 was to acquaint a very select clientele of just 
what we were doing in Jamestown ... manufacturing a high-styled line of 
traditional furniture, far superior in workmanship and design to the 
ordinary commercial product then on the market. 


We chose HOUSE BEAUTIFUL to carry our message; because we knew it was 
read ana studied thoroughly not only by the upper-bracket buying public, 
but by home furnishings buyers of the better stores throughout the country. 


Apparently our choice was a wise one! Right from the beginning we found 
our product receiving wider and wider acceptance. So many inquiries poured 
in that we were compelled to publish a comprehensive booklet with full 
descriptions of our complete line. Our volume expanded to the point that 
we were able to increase the size of our edvertisements from the original 
one-eighth pages we were running in 1945 to the half-pages being used today. 


It is now more than seven yesrs since we started advertising in HOUSE 
BEAUTIFUL. In all that time there has never been an issue that failed 
to carry a UNION-NATIONAL ad. It is our firm intention to continue this 
campéign indefinitely, and es cur business increases, we will increese 
the size of our ads in the pages of HOUSE BEAUTIFUL. 


Very truly yours, 


UNION-NATIONAL, INC., 


Alidor M. Nord, President 


H B | e delivers most sales action per copy 
OUSEC eautifu e sells both sides of the counter 


572 MADI 


FEBRUARY 


SON AVENUE, NEW YORK 


i, 1983 


What makes a newspaper great? 


4 “BEAT IT BUB...1'M 
‘f ¢ WRITING A BOOK !” NOTE TO LITERARY AGENTS: line forms 

3 promptly at 9 a.m. in third-floor news- 

room of the Minneapolis Star and Tribune 
building. Do not disturb authors occupied 
with newspaper assignments. Contracts 
for new books signed by appointment 
only. Feeding authors between meals (or 
other low forms of bribery) positively forbidden. 

During 1952 five more staff members of the Minneapolis Star and 
Tribune became bona fide book authors, and were each delivered of a 
healthy, bouncing buckram-bound volume. In all cases parent and 
offspring are doing nicely. The usual literary teas and parties have 
been flung in their honor. Publishers beam at them fondly. On the 
staffs of few, if any, newspapers have so many successful authors 
burgeoned in a recent calendar year. 

The new additions to your library (obtainable through your 
bookseller) are as varied in content as the minds and interests of 
five of the most competent writers on two of the nation’s best-read, 
liveliest and most literate newspapers. 


MUSIC AND MAESTROS by John K. Sherman, arts editor and critic of the Minneapolis 
Star and Tribune ($3.75, University of Minnesota Press). A brilliant history of the 
Minneapolis Symphony Orchestra and the men who made it one of the nation’s finest 


POOR CEDRIC’S ALMANAC by Cedric Adams, famed “In This Corner” columnist of the 


Minneapolis Star and Tribune ($3.50, Doubleday & Company). A catch-all of fact, 
fancy and foolery culled from the best-read local newspaper column in the land. 


SOUTH OF FREEDOM by Carl T. Rowan, Sidney Hillman Award winning reporter of the 
Minneapolis Morning Tribune ($3.50, Alfred A. Knopf). The absorbing personal report 
of an ace Negro journalist who returned to his native South to make a 6,000-mile tour 
and describe the life and problems of living faced today by others of his race. 


CITY by Clifford D. Simak, news editor of the Minneapolis Star ($2.75, Gnome Press). 
A science-fiction story of a world 10,000 years in the future, by an imaginative newsman 
who has published four novels and contributed many articles to science magazines. 


ECONOMICS FOR YOU AND ME by Arthur Upgren, editorial consultant and economics 
authority of the Minneapolis Star and Tribune ($3.75,Macmillan & Co.). A crisp and 
crystal-clear explanation of a much-misunderstood science written for the layman and 
his spouse by an economist whose refreshing theories on the saving, spending and 
borrowing of money have earned him wide publicity. 


Minneapolis Star and Tribune 


EVENING MORNING AND SUNDAY 
620,000 SUNDAY ~- 490,000 DAILY 
JOHN COWLES, President 
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comment “su 
Displays 


For deals or resale! 


How Do You Rate Yourself? 


Betore American Can Co. asked its 125 salesmen to participate in 
seminars for salesmen (see page 24) it had its 34 district managers 
and five assistant managers take part in one of their own last year. 
As part of the seminar, Canco’s managers filled out, but did not sign 
their names, to a “Management Self-Appraisal.””. Among the 40 
questions asked: 


To what extent have you read on the subject of human rela- Get our price on self-amortizing 
tions? displays to build dealer sales! We 
ship standard counter, floor, and 
wall units from stock; and custom 
build in quantity to your specifica- 
tions. Tell us what you sell, type 
of unit wanted, and how many! 


lot—I regularly read articles and books in this field. 


ae 
2. A good bit—I sometimes read in this field. 
3. 


Relatively litth—I rarely read in this field. 


How much opportunity have you had to give thought to Free warehousing end 
human relations in your business? drop shipments may be arranged. 


1. A great deal of opportunity—I've given human relations THE 


a lot of thought. 
. Some opportunity—I've given some thought to human 
relations. 


3. Little opportunity—I've given relatively little thought to COMPANY, INC. 
human relations. | Since 1889 
| Dept. D Greenfield, Ohio 


Do you sincerely feel that you have a strong inner desire to 
help others, or do you tend to feel that your job requires you 
to do it? 


1. I have a strong and sustained inner desire to help others. 


2. I sometimes, but not always, fee! a real desire to help 
others 


3. I am inclined to help others only when it is required by 
my job. 


Do you —- your people carefully so that you will have a 
clear picture of each person's development needs? 

1. | have an excellent picture of each person's needs. 

2. I have a fairly good picture of most of my peoples’ needs 


3. I could have a much better picture of my peoples’ needs 


How adaptable and open-minded have you been in adjusting 
to different people, changing conditions, and other new situ- 
ations? 


1. Extremely adaptable 
2. Fairly adaptable. 
3. Only partially adaptable 


Do you feel that you spend as much time winning the ap- 
proval of your people as you do of your superiors? 


1. Yes, I spend as much time or more time winning the ap 
proval of my people as I do of my superiors 


. Not sure 


No, I probably spend more time winning the approval of 
my superiors 


Jack Lacy at the Plant 


‘To the inside man and especially to the fellow who works in the 
I : Owners and operators of 


plant, a salesman—while it’s true he brings in the business—is a Station WHAS and Station WHAS TV 


rather fabulous character who gets to do what most people yearn for, REPRESENTED NATIONALLY BY THE BRANHAM co 
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SAA 


\\ 


"We would pay a premium for these 50,000 Air Shipments 
yet we actually saved thousands of dollars /” 


Robert 8. Woolf, Mer., Teletrans« 


“When w ship lV film, were in 
terested in service. We can't afford to 
take any other attitude. We've bought 
program time all over the country, and 
those programs must be filled 

We at Dumont use Air Express. It’s 
the fastest. It has all-point coverage 
Above all, it is DEPENDABLE 

“As to cost— Air Express costs 
Dumont /ess than other air services 
would, by thousands of dollars per year! 
For instance, on our regular shipments 
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to Detroit, other services cost 37 to 


37 more than Air Express. And we 
can't duplicate the service at any price! 

“The Air Express people have cat 
ried upwards of 50,000 shipments for 
Dumont in the The 
ability to trace shipments — especially 
when being shuttled between stations 
It has helped us 
out in many an emergency 

“It pays to specify Air’ Express — in 
more ways than one! 


last four years 


is almost uncanny ! 


ription Dept., Dumont Television Network 


SAR EXPRESS 


GETS THERE FIRST 


SALES MANAGEMENT 


and all on an expense account, If the office and factory people have 
this distorted view, it’s the fault of the sales department. 


Harry A. Ehle, vice-president in charge of sales, International 
Resistanc e Ce. Philadelphia, probably startled 150 plant executives, 
engineers, coders, expeditors, production foremen, order takers, and 
stock people when he invited Jack Lacy to talk with them about 
selling and salesmanship. 


Ehle was about to take this assignment himself, but then he de 
cided the at the office and factory force would be much more interested 
in the views of a man who’s trained more salesmen than any other 
man in the country todav. 


Now that IRC has broken the ice, Ehle undoubtedly will find 
other opportunities to talk with the behind-the-scenes people about 
selling. Everywhere in industry there is a great deal more interest 
today in making an entire company sales-minded. 


While at times the tactics of salesmanship may tend to obscure 


the fact, a good product, fairly priced, and kept promises are all 
elements of the sale, and most of them are beyond the physical con 
trol of the salesman himself. 


As a kickoff, IRC was wise to have a top notch speaker come in 
and tell inside people about selling. For a second meeting, it might 
be a good idea to have some questions from the group. The people in 
the office and factory surely must have questions on selling of which 
we may not be aware. 


Bait Advertising 


TV set producers and especially the food freezer people have 
case of halitosis as far as some of their customers are concerned. 


Bait and gyp advertising by retailers, as set forth in our five-city 
sampling on page 101 is particularly bad right now on TV and food 
freezers. 


Manufacturers can shrug their shoulders and disclaim any re 
— ibility for how dealers present products in print and over the 

- to prospects. But they are shortsighted to do so. The responsibility 
tor pol cing retail advertisements does not rest solely on local mer- 
chants and local media. 


Certainly many people are aware that most TV sets and appliances 
are sold by dealers who hold a franchise plete bs the manufac 
turer. When a buyer comes to feel he has been duped or gyped by a 
greedy merchant he’s going to vent some of his wrath on the manu 
facturer who lets the dealer get awa\ with it. 


Branded produ ts sell because people have come to have confidence 
n the maker, even if they have some doubts about the dealer. We're 
all aware of the buyer’s insistence on obtaining his purchase in “the 
manufacturer's sealed carton.” 


\ manufacturer who is afraid to crack down on dealers who mis 
lead the public in their promotion because he’s afraid of losing some 
business to a competitive line is neglecting an obligation to the public. 
When you nourish a gyp by letting him have your merchandise to sell, 
you only help to break down the willingness of other dealers to tell 


vour story—and theirs—honestly to the public. 


Fair trade manufacturers haven’t been hesitating lately to crack 
down on dealers who undercut the minimum resale | ice. ‘Those cases 
receive wide publicity and help to build up in the mind of the public 
that manufacturers are quick to protect themselves. How about a 
few crackdowns on gpy dealers ? 
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see Da-Lite 


color, . 
magic 


a Whale Magi 


. Crystal-beaded ean Surface 


the new Da-Lite 
PUSH-BUTTON portable 


"SCREEN 
IS VERSATILITY PLUS! 


8 SCREEN SIZES: 4 SQUARE & 
4 RECTANGULAR FROM WHICH 
TO CHOOSE! 


WHITE MAGIC is an exclusive con- 
trolled process which gives the 
snow white projection surface 
special adhesive properties to hold 
more crystal beads. WHITE MAGIC 
is whiter, brighter .. . stay 
whiter, brighter—longer! There’s 
no fading or yellowing. The 
COLOR MAGIC you enjoy from 
Da-Lite’s WHITE MAGIC is youn 
for years! 

See the complete line of Da-Lite 
WHITE MAGIC screens priced from 
$3.50 to $104.50 at photo deale: 
everywhere. 


FREE New Booltet 


Valuable sugges- 
tions on how you 
may get greater 
brilliance, more 
thrills from your 
color slides and 
movies. 


DA-LITE SCREEN CO., INC 

2763 WN. Pulaski Road, Chicago 37, Ill. 
Please rush me a FREE copy of the new 
“COLOR MAGIC’ booklet for improving 
my movie and slide shows. 


Name 
Address 


City 


a One eatin = . 


— Reaffirmation of 
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CHILTONS Policy for 1953 


The editorial policy of all Chilton magazines, in addition to 
serving the various industries which we cover, is to champion 
free, competitive enterprise—the kind on which this great 
nation of ours was built. 


Chilton industrial and merchandising magazines are leaders 
in the fields they represent, and the Company is proud of 
the fact that it has active membership in two strong publishing 
associations. 


All Chilton magazines are members of the National Business 
Publications, Inc., the largest and broadest group of its kind 
in the publishing field, with Robert E. Harper as Executive 
Vice-President. 


Also all Chilton magazines are active members of Magazine 
Publishers Association, Inc., that great organization whose 
members publish not only large consumer magazines but a 
representative list of business publications. Arch Crawford 
is President of MPA. 


Both of these fine organizations are operated for the sole 
purpose of promoting the interest of reputable publishers, 
including of course, ABC and CCA publications. 


O 


(1NCORPORATED) 


Chestnut and 56th Streets 100 E. 42nd Street 
Philadelphia 39, Pa. New York 17, N. Y. 


THE IRON AGE . HARDWARE AGE = MOTOR AGE * COMMERCIAL CAR JOURNAL 

HARDWARE WORLD + DEPARTMENT STORE ECONOMIST 2 BOOT & SHOE RECORDER 

THE OPTICAL JOURNAL AND REVIEW OF OPTOMETRY e THE JEWELERS’ CIRCULAR-KEYSTONE 
AUTOMOTIVE INDUSTRIES @ THE SPECTATOR @ DISTRIBUTION AGE 
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Again in 1952 


The Evening Bulletin 
Publishett 
More Advertising 
Than Any Other 

Philadelphia 
Daily Newspaper 


This is the Philadelphia Daily Newspaper Story for 1952: 


Mon 
Tue 
Wed 
Thu 
Fri 
Sat 


THE EVENING BULLETIN published 


MORE Department Store Advertising 
MORE Retail Advertising 

MORE Food Advertising 

MORE National Advertising ist. as.cising) 
MORE Automotive Advertising 
MORE Total Advertising 


than any other Philadelphia daily newspaper 


| on 


I 


tN PHILADELPUIA 


NEARLY EVERYBODY READS 
THE BULLETIN 


<7 Evening Bulletin ee 


Advertising Offices: Filbert & Juniper 


SALES MANAGEMENT 


SIGNIFICANT TRENDS 


As seen by the Editor of Sales Management for the fortnight ending February |, 1953 


HOW OUR ECONOMY FUNCTIONS 


The fifteenth installment of the National Bureau ot 
Economic Research’s “Studies in Income and Wealth” 
suggests that some of our generally accepted definitions 
of markets—by family size, by region, by farm and non 
farm, by age groups—may need to be revised. 


The South and the North do not show yesterday's 
sharp difference in income distribution. White nonfarm 
families in the South have about the same average in 
omes as families in communities of similar size in the 
rest of the nation. .. The tendency of farm families to 
spend less than nonfarm families with the same income 
has been exaggerated by the different ways of measuring 
income in the two cases. The farmer has income “in kind” 
which results in his being a poorer market for many of 
the things he raises on the farm or in the garden—but 
which makes it possible for him to spend more lavishly 
than the urban dweller for many other things. . . Low 
income families tend to spend more when they live in 
communities where average family incomes are high. 


Perhaps the most striking conclusion is that “it is not 
the given year’s income, or even that of the immediate 
past, but these in combination with the expected income 
and the income horizon that govern expenditure and sav 
ings patterns.” 


The study presents new data covering the full life cycle 
of income and expenditures of given family units and sug 
gests why certain units with lower than average incomes 
are such lavish spenders. Usually they are young (newly 
married in the 20- to 35-year age brackets) and in gen 
eral responsive to new consumer goods. The more mode1 
ate spenders “are perhaps older, more settled, and have 
ceased to respond to the presumptive attractions of new 


goods. 


These new family formations increase particularly the 
demand for home furnishings, building materials, auto 
mobiles, appliances, tools and equipment. 


A SALESMAN ON FAIR TRADE 


A gentleman who handles spec ialty sales for one of the 
largest makers of business envelopes writes us to the effect 
that companies who believe in selling via Fair Trade 
agreements should be willing and anxious and happy to 
set the proper example in their own buying. 


“But no,” he says, “you should call on a few of these 
‘Fair Trade’ firms and attempt to sell them a product 
in free competition. They are ‘price’ buvers—if I eve 
saw any. If they really believe in fixed prices, why don’t 
they exercise the same approach in their buying? It is not 
asking them to do more than they are ‘forcing’ the gen- 
eral public to do. It has griped me for a long time that 
these ‘Fair Trade’ fellows are ‘all for me and none for 
you’ in their philosophy. . . I have been in the envelope 
business practically all my business life and it makes me 
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boil when I hear these people talk about socialized things 
and how they are against them. Yet these firms will use 
government-stamped envelopes by the millions and think 
nothing of it. We are used to government competition 
but in the broad sense they are ‘socialized envelopes’ and 
to me just as bad as REA is to the power industry. The 
point | am making is that as long as someone else’s ox 
s being gored—‘so what’—and that is the short sighted 
and selfish attitude that is so apparent in the ‘Fai 
Traders’.” 


We pass the comments along because it’s all too true 
that so many of us fail to practice what we preach—and 
the conflict in principles and methods is so often apparent 
in the sales department vs. the purchasing department of 
almost any company. 


SHOWDOWN ON PRICE CONTROL 


The Federal District Court in Louisiana has issued a 
permanent injunction which restrains Schwegmann Bros.’ 
giant super markets from cutting established store prices 
on Eli Lilly & Co. drugs and pharmaceuticals. Legal 
sources for John Schwegmann, Jr., indicate that he will 
carry the fight to set his own prices up to the Supreme 
Court. He spearheads the National Association of Supet 
Markets, a recently formed hard-core opposition to Fai 
Trade interests. Counsel for the Lilly Co. says, “It is 
our full intention to fight the case up to the Supreme 
Court if necessary. I can’t imagine any deterrent to out 
fighting the case to the limit.” 


PRODUCTION OF 


TELEVISION SETS 


724 


THOUSANDS 
OF UNITS 
PER MONTH 
IN THE U. S. 


250 


1947 1948 1949 1950 1951 °4™ 
AVERAGE 1952 

SOURCE: RADIO ~ TELEVISION MANUFACTURERS ASS'N. 
GRAPHIC BY PICK-S. Yoo 


Other companies seeking to enjoin Schwegmann Bros. 
are: Bristol-Myers Co., Johnson & Johnson, E. R. Squibb 
& Sons, Pepsodent Division of Lever Bros., and Sterling 
Drug, Inc. 


Leaders in both camps believe that Schwegmann 
financing is virtually unlimited and is said to come from 
a number of big retailers who are opposed to the prin- 
ciple that manufacturers can tell them what prices they 
must charge customers. 


A SNEER AT SALESMANSHIP 


The January 18 issue of The New York Ilerald 
Tribune has a short profile on Senator Alexander Wiley 
of Wisconsin, which contains this not-too-flattering refer- 
ence: “On a tour of Europe in 1951, he is said to have 
slapped Generalissimo Franco on the back and put his 
arm around King Paul of Greece. . . He believes ‘life is 
a game of salesmanship’... and heartiness does it.” 


‘The stereotype of a salesman as a loud-mouthed back 
slapper seems to be pretty well ingrained with newspape1 
and magazine feature and editorial writers. It is unfor- 
tunately true that those who grew up with that concept 
can still find examples to keep the image sharp. Sales 
executives suffer because cracks like the one about Senator 
Wiley deter many young men from choosing salesmanship 
as a career. 


1S YOUR LABEL EASY TO READ? 


\ recent report by the Research Institute of America 
stresses the point that shoppers do pause to check content, 
grade, size, etc., on the labels of competing brands. This 
tendency has been particularly marked in super markets 
where people are learning to depend on manufacturers’ 
labels in the absence of a salesperson. 


In tests of 150 super market shoppers, 9400 read trade 
names no matter how small they were; the remaining 
6° bought the products largely by price. . . After the 
trade name, 540% read everything in 12 pt. type or larger; 
22% read into 8 pt. type; only a few read into 4+ pt. type, 
and no one read anything smaller... Half of the shoppers 
who read through the 4 pt. type did so only because they 
were torn between two brands and were trying to make 
up their minds. 


The moral seems to be: Keep important remarks about 
vour product in 12 pt. type or better. 


The test indicated that certain words rate high with 
consumers even though they’re used over and over again. 
The words include: pure, 100%, special, new, imported, 
mellow, golden, deluxe. 


A TIP FOR SALESMEN 


Even though you may not follow the ponies, you have 
heard of Eddie Arcaro, the highest-paid and perhaps the 
best jockey of modern times. He works on the average of 
five days a week for nine months in the year and knocks 
down a tidy $200,000. 


There's an article about him in the February issue of 
Pageant magazine, which contains a couple of paragraphs 
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which have nothing to do with selling and yet which you 
might be able to use in a sales bulletin as a wonderful 
illustration of the importance of the study of funda- 
mentals and of taking a refresher course. 


The article says that recently he had a race coming up 
in which he figured pace would be the deciding factor: 

“Although he’s said to have that ‘clock in his head,’ 
he thought brushing up on judgment of elapsed time 
would help. So, night after night before the event, he sat 
in his living room with Mrs. Arcaro while she held a 
watch on him and he, eyes closed, triéd to estimate the 
passage of fractional times which would figure in the race. 
They kept working at the strange exercise for an hour 
at a time, until he could hit the specified time on the nose. 


“The extra work paid off. Other riders in the race 
tried to confuse Arcaro by maintaining a deliberately 
slow pace. The newly oiled ‘clock in his head’ spotted 
the ruse. Instead of waiting back of the field with his 
slow-starting horse, he was away to a winning lead before 
his rivals could get up full steam.” 


SIGNIFICANT SHORTS 


TV money is an extra appropriation— according to an 
analysis made by Magazine Advertising Bureau of the 
national advertising budgets of 171 national TV adver- 
tisers, These companies increased their network television 
expenditures by 87.307, but the over-all change in the 
combination of their network radio, magazines and Sun- 
day newspaper supplement advertising was only 1%. That 
study compared the first six months of 1952 with the 
similar 1951 period. 


Shorter lines for competitive selling: William A. Blees, 
vice-president of Avco ,Manufacturing Corp. in charge 
of Crosley Division Sales, has further accentuated the 
“Short line” principle. Five months ago the company 
brought out its 1953 Shelvador refrigerator line, consist- 
ing of nine models as compared to 16 models in the 1952 
line. This worked out so well for distributors and dealers 
that the company has similarly reduced its number of 
models of freezers and electric ranges. Reasons given: 
The company can schedule its volume in fewer models 
at a reduced production cost; at distribution levels they 
can reduce handling and selling expenses and enable more 
dealers to carry the full line; for the consumer the short 
line has meant less confusion in choosing a model. 


A good excuse for a Jamaica vacation is offered by the 
current Dartnell Corp. Newsletter. To those companies 
toying with the idea of starting foreign subsidiaries of 
one kind or another, Jack Aspley suggests that they in- 
vestigate Jamaica where Winston Churchill spent his 
vacation. The island is about to undertake a program to 
develop its industries and national resources. If the bill is 
passed the island will offer U.S. businesses such advantages 
as a 10-year tax holiday, the right to import raw materials 
duty free, no levy when finished products are shipped out, 
new plant buildings on favorable terms. Your editor is 
planning to spend a winter holiday down there and wishes 
that he could find an excuse to put the trip on his expense 
account. Unfortunately, SALES MANAGEMENT doesn’t 
seem to be the kind of business which would flourish in 
the Caribbean. 


PHILIP SALISBURY 
Editor 
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This Gloster Javelin, a production model, is the British 
counterpart of new American fighters now in the develop- 
ment stage. These new delta-wing planes form still another 


aviation market for your technical equipment. 


... tO help your product “win its wings” 


If you are interested in selling the multibillion-dollar 
aviation market, AVIATION AGE offers you its help. 


We may be able to help you answer some of your 
marketing questions. We have grown up with the 
aviation industry, and we'll be glad to share with 
you the intimate knowledge we’ve acquired through 
the years. We know who the key men are, and where 
they are. Our marketing representatives will be glad 
to sit down with you and discuss your problems. 


We can help you keep posted on the latest develop- 
ments within the industry. To help you anticipate 


to get 

your product 

onto the 
drawing boards... 


Practically all equipment used in this 
industry must be engineered to meet 
performance specifications. Selling the 
designers and engineers who are re- 
sponsible for these specifications is 
your primary objective. 


Aviation Age reaches nearly twice as many of these key men as the next aviation 
publication ... almost as many as all other magazines in the field combined! 


Exclusive of its coverage of mainte- 
nance engineers, Aviation Age reaches 
8,936 engineering and design per- 
sonnel in manufacturing plants 

12,105 in the entire aviation industry 


the market trends and changes, AVIATION AGE pub- 
lishes a bimonthly Market Intelligence Letter. We 
will be glad to add your name to our list. 
And to give you a detailed picture of the aviation 
market and of AVIATION AGE’s place in that market, 
we have prepared an extensive, valuable Market 
Data File. A copy will be sent to you free of charge 
upon request. 
We offer these services as part of our responsibility 
to the industry we serve. To take advantage of them, 
simply mail the coupon below. We ask only that your 
interest in selling the aviation market be genuine. 
Avi 


AtTtown AGE 


Market Intelligence 


? 


Aviation Age Market Data File 


AVIATION AGE “‘Aviation’s technical magazine”’ 
A Conover-Mast Publication 
205 East 42nd Street, New York 17, N. Y. 


(1 Please send Market Data File. 
Please send Market Intelligence Letter. 
C) Please have representative call. 
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Canco Now Trains with 
Seminars for Salesmen 


In the next four months, all of American Can's 125 sales- 
men will take part in a series of informal talks with key 
executives and study five types of sales failures. Result: 
Directed self-training by both older and newer men. 


If you were T. EF. Alwyn, vice-presi 
dent in charge of sales, American Can 
Co., how would you go about “train- 
Fellner, 
a salesman in the Philadelphia office 
with three years of service, and FE. E. 
Finnegan, of the Chicago territory 
who has been with Canco for 29 
years? 


ing’ in the same class I. S. 


lf you were Tad Alwyn, and you 
had 123 other salesmen like Nick 
Fellner and Gene Finnegan who col 
lectively brought in some $620 mil 
lion worth of business in 1952, you'd 
feel that your men had a lot to tell 
you about sales training—and a lot to 
tell each other. 


Break Trail 


So on January 12, Nick and Gene 
sat down opposite each other in the 
New York City home office at Ameri 
can Can’s first Seminar for Salesmen. 
With them were F. J. (Frank) 
Small, a New York salesman with 48 
vears at Canco, and C. P. (Phil) 
Shannon, who's in the Vancouver, 
B.C., territory, and who’s been with 
Canco 17 years, about the average 
length of service of the 24 salesmen 
in the opening seminar. 

By the end of the week they had 
broken several new trails at Canco. 
They had, for example, a frank talk 
with a man who has come up through 
President William C. Stolk. 
They were alone with him. He talked 
with them as one salesman to another, 
and if the men have felt their views 
have not been given proper considera 
tion by 


sales, 


home 
office sales people, they had the op 
portunity to put their ideas on record 
at the top. 


district managers o1 


ree discussion Was promoted by 
having only one Canco official present 
at one time. No one’s immediate su- 
pervisor was present to inhibit discus 
sion. The salesmen talked a lot among 
themselves, too—with no one in the 
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room but a professor from Harvard. 
By May 11, Canco salesmen in five 
groups of 25 will have taken part in 
their own training seminars, 

“We're investing some $100,000 in 
explains Tad Alwyn. 
“That’s S800 per man, figuring sal- 


these seminars,” 


aries, transportation, and meeting ex- 
penses.”’ Alwyn pointed out that be- 
tween 1945 and the end of 1953, 
Canco will have invested in excess 
of $250 million in new plant facili- 
ties. Both are part of Canco’s desire 
to render better service to customers, 
and to retain its position. 

At Canco’s training sessions, there 
are no “right”? answers to be found in 
the back of the textbook. “No pundit 
will tell you right from wrong,” 
warns TD. B. Craver, general manager 
of sales, who directs the 125  sales- 
men through 34 district managers. 
“You will reach conclusions through 
the effective and enjoyable process of 
exploring fully and uninhibitedly any 
ideas you consider important to good 
salesmanship. Your carefully consid 
ered opinions will influence the views 
of your associates, and theirs may 
alter yours.” 

Heart of the sales seminar is the 
case study. 

The five cases Canco presents to its 
salesmen have the ring of authen- 
ticity. In fact, the men can recognize 
bits and pieces of the situations be- 
cause they have lived with them. 

To gather material for the cases, 
W. C. McCreary, supervisor of sales 
personnel, cast himself in the role of 
a reporter. He asked the men for 
their sales “toughies’”” and then he 
selected the ones which make the best 
teaching material. 


BY JOHN H. CALDWELL 


To prevent embarrassment to the 
salesmen, their customers or prospects, 
or to competitors, Canco disguises 
each case. But each study retains al) 
the knotty problems the men in the 
field must wrestle with when retriev- 
ing a lost customer, winning a new 
customer, dealing with a change in 
customer management, and sizing up 
buying influence of contacts. 

Full details on the five cases are 
presented to seminar members in 
leather-bound, loose-leaf folders, em- 
bossed with their names. The men, in 
the 7 or 9 p.m. study period each eve- 
ning, can familiarize themselves with 
the problems and be ready to propose 
plans most likely to work. 

Each case is presented in narrative 
form. Each reads as though it were 
taken from a situation report turned 
in by any one of the men. 


Salesmen's Self-Quiz 


The history of the Canco relation- 
ship with the customer or prospect is 
given. The backgrounds of the prin- 
cipals in the prospect’s company are 
sketched. The principals’ views on a 
supplier-vendor relationship, their per- 
sonal life as it affects business, and 
their observable reaction to Canco 
and the Canco salesmen are described 
in considerable detail. 

In all of the problems you get the 
feeling that the solutions call for a 
better than average understanding of 
human motivation. Obviously, the 
answers are not to be found by 
thumbing through a manual of stock 
responses, 

At the end of each case, Canco 
poses some key questions, as conversa- 
tion starters. Now with Kenneth R. 
Andrews, associate professor, Har- 
vard University Graduate School of 
Business Administration, as the “in- 
tellectual trafic cop” they are ready 
to discuss the cases. 

Because there are no “right” an- 
swers, the questions are bound to 
elicit from seminar members “for in- 
stances” of how they have approached 
similar situations. Canco, for example, 
asks: 

1. When a prospect is known as 
“hard to entertain” is it more diff- 
cult to convince him of American 
Can’s “quality and service” ? 

2. What do you think of “Bill 
Carr's” strategy ? 

3. Could “Bill Carr’s”’ 
have helped him? 

4. What perennial problems in 
selling does this incident call to mind ? 

5. How can you talk to a “poor 
listener” ? 

6. So long as American’s machinery 
is operating at capacity, why should 


supervisors 
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“Collins” concern himself with get- 
ting more of XYZ’s business ? 

7. What is your estimate of “‘Sil- 
vio Romano” as a businessman? 

8. Is it economical use of selling 
time to continue to call on Romano? 

9. If you were handling this ac- 
count in wartime, what would you 
have done? 

10. Can the present Canco sales- 
man, or another Canco salesman, re- 
capture al/ of the business ? Should he 
try? 

In the foreword to the cases, the 
sales department points out to sem- 
inar members: 

“By participating in the many situ- 
ations that various cases pose, an in- 
dividual can acquire in a short time 
a rich variety of concentrated experi- 
ence that could only be gained in ac- 
tual selling practice over a long period 
of time. 

To be sure, salesmen are exposed 
on the job to the same kinds of tough 
sales situations—and occasional sales 
failures —as posed in the seminar 
studies. Does the salesman identify 
the basic principles involved—to be 
used another day? If he’s analytical, 
he figures them out for himself, or 
he may be lucky enough to have a 
district manager who is both a good 
leader and a good trainer, who will 
help. 

American Can’s seminars recognize 
that the “salesman sees for himself 
that fixed formulae and abstract prin- 
ciples are less valuable in selling situa- 
tions than careful analysis and intelli- 
gent handling of each condition.” Ac- 
cordingly, ‘‘the salesman deals with 
and must get insight in the basic ele- 
ments; and must work out a diagnosis 
and devise action to deal with the 
situation as it stands.” 

What benefits does management 
expect to derive from this $100,000 
training investment ? 

“We're the target for all competi- 
tors,” Alwyn states. “Our training is 
bound to produce better customer re- 
lationships and more sales power.” 

“The feeling of teamwork is par- 
ticularly important,” points out Al 
wvn, “because our men are on straight 
salary. Sales are credited to the dis- 
tricts in which the shipments are re- 
ceived. In many instances, a Canco 
salesman is credited for sales which 
he did not ‘sell,’ but it is up to him to 
service the account if the sale is to be 
a Canco success.” 

Changing conditions make shifts in 
sales personnel desirable. “Sales man- 
agement has no right to expect major 
improvement in an individual’s sales 
talents,” says Alwyn, “until it helps 
the men prepare for improvement. If 
knuckles are to be rapped, we should 
rap our own first.” 
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Canco's Self-Appraisal 
For Salesmen 


"These questions," says American Can Co. to its 125 salesmen, 
"deal with most of the qualities that your company consider impor- 
tant in a salesman. How you rate yourself needs never be known to 
anyone else." (Sales managers: How Do You Rate Yourself?” p. 15.) 

Canco tallied the answers and gave them to the 24 seminar mem- 
bers so each could check his opinion against the group's. 

Did participants give truthful answers—or did each man conscious- 
ly or otherwise give the answer he thought management would like 
to see? Because of the secrecy in the answers, Canco believes they 
gave their honest views. On question 10 they disclosed that they 
can use more help—and the kind of help management is eager to 
give. Exactly 50°, of the class indicated that they do not feel as well 
prepared as they could be, while the other half feel that they 
are equipped to handle objections. 


1. Have you defined your goal in life? 


1. I have never attached much importance to this matter. 
2. I'm uncertain as to my ultimate objective. 
3. I have reached a firm conclusion. 


Do you sincerely believe that American Can Company offers you 
full opportunity to cultivate ideas of mutual profitableness? 

1. I have never given this subject serious thought. 

2. Opposition to my ideas often seems unreasonable. 

3. Yes; I know of no better opportunity elsewhere. 
Have you listed for your own guidance those subjects about which 
need greater knowledge in order to merit the reputation of 

ing well versed in general business matters? 

1. No. 

2. Sometimes I make a note as a reminder to explore a subject 

that interests me. 
3. | have made such a list, and I am methodically educating myself. 


Do you sense lack of knowledge concerning any phase of our 
business about which a salesman needs to be informed? 

1. No. 

2. Several. blank spots exist; however, I haven't done much to 
enlarge my comprehension. 
I have a clear understanding of my educational requirements, 
and am systematically fulfilling them. 


Is your concept of the fundamental policies and procedures 
peculiar to the important industries served by our company rea- 
sonably adequate? 

1. I know very little. 

2. I have some knowledge of most all of them 

3. I consider myself well informed. 
How well acquainted are you with those executives, other than 
the purchasing agent or buyer, who direct or assist in directing 
the operation of important enterprises among our customers or 
prospects? 

1. I haven't had time to get to know many such persons. 

2. I’m fairly well acquainted but should get to know them better. 

3. I’m well satisfied with my accomplishments to date. 
How thoroughly do you plan each day's work? 

1. Frankly, I procrastinate. 

2. My efforts in this direction are spasmodic, 

3. Not only do I plan on whom I will call, but what I intend to 
accomplish and the reasoning I intend to employ 
To what degree do you atiempt to execute your plans? 


I'm decidedly weak in this area. 


. My efforts at accomplishment seem reasonably fruitful. 
Once I have formulated a plan of action, | am determined to 
try to place it in operation. 


1. 
2 
3. 


(Continued on page 94) 


HOBBIES? ... Sure, David T. Marvel—new v-p for sales, Olin Industries, Inc.— 
has ’em: photography and music. And since he considers selling a pleasure, he insists 


we list that under his hobbies, too. Dave Marvel got to the top because he never 


thought of selling as work. To him it has always been a wonderful sport in which he 


could constantly improve his technique and for which, as /agniappe, people paid him 

money. He started his career in the mill of Carnegie Steel Works. Then he was man- 

ager of sales of tubular products for Timken, went on to National Tube Co. and 
stayed there 10 years. During that decade he ran the 
gamut: assistant manager of sales of Ellwood City 
Works to gsm of Western Brass Mills Division of 
Olin. He’s the first man in the company’s history to 
be named v-p tor sales, has sold from coast to coast 
and Canada to the Gulf. As a lad he worked his way 
to Europe with American Express, says his first job 
was as a door-to-door salesman with White Baking, in 
Dayton. But all selling is local. 


MILTON L. PEEK... is the name his 
mother gave him. But he’s been answering to 
the name of George for more years than he 
likes to say. Ask him how his name got that 
way and he'll give you any one of the dozen 
stories he has cataloged on the subject. Name 
or no, he has a new title: George is the new 
manager of Country Gentleman. He takes 
over as the first issue of the completely re- 
styled magazine makes its appearance and as 
the publication celebrates its 123rd_ birthday. 
Peek came to Curtis—publisher, of course, of 
CG—in 1927, to sell space for Ladies’ Home 
Journal. He moved to CG as publication man- 
ager in the Philly office, later returned to the 
Journal for a 10-year stint. Born in Arkansas 
City, Kan., his first job was at Leavenworth 
where he served time behind the walls of the 
Leavenworth Times as telegraph editor. 
World War I had interrupted his studies and 
he went back to the University of Kansas to 
major in journalism. (One of his classmates 
was Robert Reed, editor of CG.) His golf 
handicap is 18 and he wears gloves on both 
hands when on the links. His wife ignores 
golf but she’s a crack fisherman. 


NEVER TOO LATE... The happy gent on the left is 
James L. Price. He’s just been handed, by W. H. Pierce 
(president, Dallas Sales Executives Club), a “Distin- 
guished Salesman’s” plaque. For Jim Price, at 71, quali- 
fied—for the second time—for the Million Dollar Round 
Table. Price, who's been selling insurance only 13 years 
after a long and equally successful career in the automo- 
bile business. Today he’s a live-wire agent for New 
England Life Insurance Co. When Jim was handed his 
plaque a room full of younger (and less productive!) 
salesmen gave him a three-minute standing ovation . 

And Jack Reich read the tribute paid Jim by New 
England’s general agent in Dallas: “I consider him the 
outstanding, all-around top salesman in a national organ 
ization of 1,000 men.” Says Jim: “By gosh, I'll do it 


again this year, too!” 


Theyre in 


the News 


BY HARRY WOODWARD 


ACROSS TWO COUNTRIES... L. EF. Phenner sold 

his way to the presidency of International Cellucotton 

Products Co. Back in 1926, Halifax-born L. FE. joined 

Canadian Cellucotton as a salesman. He worked his way 

all across Canada and a scant four years later he became 

the company’s managing director. Shortly over a year 

after that he was elected president—both for Canada and 

for England. He'd been out of Ottawa University only six years when he joined 
Canadian Cellucotton but already he’d been with a publishing house and America’s 
own Beech Nut Packing Co. For the past two years he’s been v-p and director of ICP 
and this last September stepped up to be executive v-p and a member of the executive 
committee. He’s a past president of the Association of Canadian Advertisers and in 
’49 received its coveted Gold Medal Award for advertising achievement . . . Part of 
his Nova Scotia-background hangs on: He’s an addict of the old Scottish game, curling, 
works out regularly with the Chicago Curling Club. Curling, he assures the unfamiliar, 
has nothing to do with hairdressing. 
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REAL SERVICE is offered to teen-age gals in hair beauty booklet, 
a part of Toni's long-range effort to reach the best potential market 


ID) 


\) 


Why 1.5 Million Teen-Agers 
Are Likely Toni Buyers 


With materials supplied by Toni, some 30,000 home eco- 


nomics teachers have staged hundreds of good grooming 


classes in schools in the past five years. You'll find an audi- 


ence eager for helpful information—minus horn blowing. 


What's a good way to come tace 
to-face with the tremendous market 
known today as “the teen-agers” ? To 
the Toni Co., (Chicago) an obvious 
method is first to get a foot politely 
inside the high school classroom door, 
then to slip unobtrusively in to help 
and at all times to be 
absolutely non-commercial about the 
entire program, Result: curlier, clean- 
er heads and more Toni home per- 
manent kits sold. 

In 1947, those who had spun the 
wheels of the company’s fortune be- 
came aware, that high school and col- 
lege girls constitute Toni’s best long- 
range potential market. Older women 
have more money to spend and, ovet 
the years, acquire the beauty shop 
habit. ‘They are less likely to listen 
to new ideas and less willing to take 
“chances.” 

First effort at “educating” teen 
agers came with placement of advet 


the teache 
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tisements in movie magazines, then 
expanded to daytime radio to include 
young housewives. 

The initial problem in selling the 
concept of home permanent waving 
to young women was to convince 
them that a home permanent which 
sells for $1 can be as satisfactory as 
one done by a beauty operator—and 
there is no waiting for an appoint- 
ment. Since Toni sold consistently to 
over 800 of home permanent users, 
the company felt that any attempt to 
convert young women to home wav- 
ing was a persuasion to use Toni. 

Now in its fifth consecutive year, 
the company’s “Good Grooming Edu- 
cation” program has been used by 
30,000 home economics teachers to 
instruct more than 11% million teen- 
age girls. The program enables stu- 
dents in home economics classes, 
health and physical education, as well 
as Girl Scouts and 4-H Club girls, 


through helpful instruction in high schools and colleges. This is a 
long-range educational project. But Toni set sales peak in 1952. 


to learn the fundamentals ot good 
grooming, with emphasis on hair care. 

‘The decision to “go to school”’ was 
made by Toni, and its advertising 
agency, Foote, Cone & Belding. For 
some time the agency had conducted 
a successful educational program for 
International Cellucotton’s Kotex, 
under the direction of Miss Leah 
Anderson, educational director of 
FC&B. Plans were made under her 
guidance to educate young women in 
the advantages of using home perma- 
nents. 

The program-was further expanded 
when Mrs. Nance Curry joined Toni 
as educational director, coming from 
Proctor Electric Co., where she had 
been public contact in the fields of 
cooking, home decoration, beauty and 
fashion. Since joining the company 
six years ago, she has developed a pro- 
gram branching out from the institu- 
tional phase, and now offers to maga- 
zines, radio commentators and news- 
papers throughout the country intor- 
mation about hair care. 

Toni found that schools were the 
logical place to present its story be- 
fore what might be considered a ‘‘cap- 
High schools had al- 
ways taught cooking and commercial 
subjects to girls, but by postwar years 
educators had expanded courses to in- 
clude complete home economics sub- 
jects such as interior decoration, din- 


tive audience.” 


ing room settings—and good groom- 


r 
ing. ‘The company also found that 
there were no textbooks available on 
good grooming. Why not, then, write 
some ? 

While the Bristol-Myers Co. had 
distributed free to schools booklets on 
tooth care (Ipana tooth paste), hand 
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TONI TELLS 'EM the do's and dont's for head start to beauty. It gives Toni a head start in 
developing life-time customers. It's the old story of selling the benefits before the product. 


care (Trushay hand lotion), and de- 
odorants (Mum), no manufacturer 
had written any literature on care of 
the hair. 

The Toni people got busy. They 
wrote a_ large-size booklet called 
“Hair Beauty on a Budget’; they de 
signed a wall chart and called it “For 
a Head Start to Beauty”; they con- 
structed a teaching outline containing 
guides for daily 
they made a slidefilm; and they pro 
duced a full-color, 27-minute sound 
movie called “Miss Dunning Goes to 
“Town.” 

Toni presented the material to a 
limited public. They advertised the 
availabilty of the course in What's 
New in THlome Economics, Practical 
Tlome Economics, and Forecast. 

Advertisements oftered materials 
free for the current school year, with 


( lassroom lessons > 


booklets for each student and a Toni 
kit for the teacher, for use in demon- 
strations. Response was heartening: 
10,000 educational pac kages were re- 
quested the first year. With material 
revised before each school year, re- 
quests have almost tripled in the cur 
rent school term. 

Toni distributors do their part, 
too, to help promote the educational 
program by synchronizing film show- 
ings and placing informative litera 
ture in schools that do not have them. 

In 1950, the company appealed to 
4-H Club leaders through their offi 
cial magazine, 4-/1 Club News, and 
in 1951 offered $300 scholarships for 
“good grooming,” plus an all-expense 
trip to Chicago as guests of Toni. 
The same material sent to high school 
teachers was offered to 4-H leaders. 

Advertisements were also placed in 
the official Girl Scout magazine, 
American Girl, in an appeal to Scout 
leaders to inaugurate “good groom- 
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ing’ classes all over the nation. 

Recently, physical education classes 
have been provided with teaching ma 
terials, to reach young women who 
want to keep well conditioned from 
head to foot, even if they don’t elect 
to study home economics. Here again, 
advertisements are placed in suitable 
magazines. 


Nail 'em at Conventions 


Toni has found that a valuable 
means of reaching home economics 
teachers with its offer is to exhibit its 
product each spring at home econom 
ics conventions. On these occasions, 
details of the coming year’s program 
are revealed, 

School classroom discussion is out 
standing for its lack of commercial- 
ism, with Toni coming in at the end 
in the form of a display. A typical 
class in hair grooming follows. this 
outline: 


Good Grooming: Begin with dis 
cussion of hair grooming in relation to 


over-all good grooming. 


Hair Grooming: Brush for health. 
Brush for beauty. 


Scalp Massage: Aid to hair health. 


Shampooing: [Discuss need for hair 
cleanliness in relation to good groom- 


ing. 


Review proper shampoo procedure. 
(Some teachers have given effective 
shampoo demonstrations in class, us 
ing cream and _ lotion shampoos. 
Others have asked students to try 
shampoo products at home and to re- 
port on sudsing, - rinsing properties 
and finished effect. ) 


Home Permanent Waving: Begin 
with hair construction, explain prin- 
ciples of home permanent waving. 

Display Toni Home Permanent 
Wave kit. Use direction sheet as 
guide for discussion, Stress strict ad- 
herence to manufacturer's directions. 
(In some cases a student or teacher 
uses the kit at home and reports on 
the procedure. Others award the kit 
as a prize to the student showing the 
greatest improvement in hair care or 
styling. ) 


Points to emphasize: The shampoo 

an essential preparatory step. 

Blocking stress importance of 
proper size of curl blocks for an even 
wave and long-lasting curls. 

Discuss winding, lotion, timing and 
neutralizing. 

Further suggestions in the outline 
deal with “Being Your Own Hair 
Stylist.” Its aim is “Make the most 
of yourself,” yet it stresses appropri 
ateness and simplicity. The large wall 
chart is used by the teacher as a visual 
aid in hair-styling discussions. 

Students are shown six basic face 
shapes and typical student examples 
are chosen. Using the wall chart as 
a guide, the girls discuss forehead, 
cheek, nose and chin formation and 
hair-styling techniques in relation to 
each feature, ‘These visual demon 
strations have proved effective. Class- 
room discussion follows on the appro- 
priateness and effectiveness of the 
hair styles selected. Sometimes stu 
dents are asked to analyze at home 
their face shapes, to select a hair style 
and then report reasons for the choice. 

Many teachers have requested that 
hair-cutting instructions be included 
in Toni’s home hair care plan. The 
company obliged by including it in 
later issues of “Hair Care on a Budg- 
et.” 

Teachers demonstrate taper cut 
ting, sectioning and holding of strand 
(without actually cutting the hair). 
Toni suggests to teachers that they 
caution students to cut their hair a 
little longer than they think they want 
it. 

Daniel J. Edelman, former public 
relations counsel for Toni, and now 
head of his own Chicago agency, re 
tained the ‘Toni account and is respon 
sible for keeping the company’s educa 
tional program rolling. Says Edel 
man: “In the 1952-53 school year we 
expect to distribute to students 114 
million books—reaching almost one- 
half of all students in home economics 
classes in the U.S. Gillette Safety 
Razor Co., the parent company, likes 
the program, and so do we. Why 
not? In 1952, Toni had the best year 
in its history.” 


Typical International Harvester dealer showroom, with food freezer 
occupying prominent place on floor along with farm machinery. One 


more reason why I-H enjoys "Top Banana” position in the farm- 
home freezer market . . 


. easy accessibility to the farmer customer. 


What IHC Says to Farmers Wives 
About Food Freezers 


With a respected name and solid dealer organization, In- 


ternational Harvester had a running start with a new 


appliance. But this established concern plunged into the 


field with the resourcefulness and energy of a newcomer. 


Based on an interview by David J. Atchison with 
R. H. BURNSIDE, 
Assistant Sales Manager, General Sales, 
and J. H. COATS, 
Sales Promotion Manager, Refrigeration Sales, 
International Harvester Co. 


The American farmer, living at the 
source of the nation’s food supply, is 
well known for setting a bounteous 
table: beef, pork, lamb, chicken, can- 
ned vegetables, fruits and preserves. 
Much of this food is “put up.” To 
the farmer’s wife, this means hours 
and days of labor. 

Why, then, wouldn't the farm 
market be open for the sale of home 
freezers? It seemed to International 
Harvester Co., Chicago, that it was 
the logical manufacturer to develop 
this market. Over the decades hadn't 
the company supplied the farmer with 
tools for tilling his soil, planting, cul- 
tivating, reaping and transporting his 
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crops? The next logical step was to 
help him preserve these foods. 

With its core of 5,550 dealers, 
whose main lines are International 
Harvester trucks, tractors and other 
farm equipment, the company felt it 
was better equipped than local ap- 
pliance dealers to service rural cus- 
tomers. The company realized that 
(1) it was ideally adapted to ap- 
proach the farm market; (2) it had 
to build a freezer of rugged construc- 
tion, on a par with the company’s 
other products; (3) the freezer had 
to be good enough so that the com- 
pany could stand behind its guarantee. 

Since the first shipment of freezers 


in March 1947, from its Evansville, 
Ind., plant, the company has produced 
more than 1,250,000 freezers and re- 
frigerators. To place 1% million 
units in less than six years took a lot 
of doing. 

At the outset, International Har- 
vester executives knew they had to 
overcome many obstacles in order to 
market the freezer line. Here’s what 
they did: 

1. Added a new division. Now the 
company has these divisions: Refrig- 
eration, Farm Tractor, Farm Equip- 
ment, Twine, Industrial Power and 
Motor Truck. 

2. Planned to sell the farmer on 
the features of I-H freezers, and to 
meet competition. Knowing that the 
farmer is one of the best salesmen in 
the world, and one of the most canny 
buyers, the company stressed conveni- 
ence, better living (nutrition), and 
economy (saving of food and food 
costs). 

3. Established an educational pro- 
gram for prospects, distributors, deal- 
ers and dealer salesmen. 

First concern of International Har- 
vester in entering the home freezer 
market was to avoid hurting its deal- 
ers. Says R. H. Burnside, assistant 
sales manager, General Sales: “Our 
working arrangement with dealers has 
always been close, much more so than 
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Aimed directly at the farm freezer market, International Harvester 
relies heavily on state fairs to meet that market. Extensive and 
elaborate displays are featured as pictured here, with the Harvester 
red tower recognizable in any state. Each store bears trademark. 


in the case of an appliance manufac- 
turer’s relationship with his dealers. 
Every time we came out with a new 
product we got excellent cooperation, 
but we realized that in entering the 
freezer field we must get some kind 
of sales aids into dealers stores.” 

J. H. Coats, refrigeration sales pro- 
motion manager, General Sales, re- 
calls that the chief concern in his 
department was to “not only play 
fair with our dealers, but to educate 
them in selling and promoting a prod- 
uct completely foreign to them and 
to their customers—the farmers. We 
could see great possibilities in the 
market and we had to convince our 
dealers, almost as much as they would 
have to convince the farmers, of the 
advantages of home freezers.” 

Coats recalls that in earlier days “‘it 
was no easy job to educate a farmer 
to sell his mule and horse and buy a 
tractor. We've had to do an educa- 
tional and selling job on every piece 
of equipment we've manufactured.” 

Today’s well-educated and_pros- 
perous farmer is quick to see the ad- 
vantages of home freezing. The farm 
wife now puts “convenience” at the 
top of her list of desired product 
features. 

To educate the public about advan- 
tages of preserving food by home 
freezing, International Harvester set 
up a Home Economics Department. 
The company now employs more than 
80 graduate home economists, usually 
one for each sales district. They work 
with dealers in staging frozen food 
demonstrations. 

In the beginning, demonstrations 
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were conducted for small groups of 
farm wives who were shown the ad- 
vantages of owning a home freezer 
eliminating trips into town by shop- 
ping in quantities, packing and freez- 
ing school luncheons for a month’s 
time, freezing home-made _ bread, 
freezing farm produce without cook- 
ing, etc. Home economists at first 
stressed ‘‘economy” in their demon- 
stration talks, but they soon learned 
that farm and city wives looked for 
“convenience” above all else. 

Demonstrations now are conducted 
for larger groups, such as local sor- 
ority chapters, Ladies’ Aid Societies 
and other women’s clubs. Dealers 
send invitations to selected prospects. 
A week after they've watched the 
show, prospects are “ripe” for a 
freezer. 


12,000 Demonstrations 


With emphasis on “selling the 
benefits” I-H’s 72 company-awned 
branches, with one or more home 
economists headquartered in each 
branch, service from 100 to 125 deal 
ers in each district office. The econ 
omists have averaged 12,000 demon 
strations a year. The ante was raised 
to this figure with the addition in 
recent years of more than 40 dis 
tributors with approximately 6,000 
dealers in metropolitan areas. 

In cities, I-H is doing very well, 
too. During a recent sales contest 
that lasted 75 days, urban Chicago 
appliance dealers sold more than 
1,000 freezers. According to Coats, 


Inside the Harvester tent, a home economist demonstrates to 
farmers’ wives and to the farmers themselves the economy and 
convenience of home freezing. Theme: “Conserve your crops" even 
for home use. Attendees to Harvester demonstrations are registered. 


approximately half of the company’s 
production of refrigerators and freez- 
ers now goes to metropolitan areas. 

How has International Harvester 
placed so many freezers in farm and 
city homes? The answer is to appeal 
to pride of ownership. It works in 
this way: 

First, it is ascertained which of the 
four sizes the prospect is most inter- 
ested in—the 20.0, 15.8, 11.1 or 7 
cubic foot model. Then a free trial 
for two weeks is offered. The freeze: 
is trucked by the dealer to the pros 
pect’s home and plugged in stocked 
with $10 worth of frozen food, all 
tree. 

Pride-of-ownership psychology be 
gins to work. 

The prospect says, after a week: 
“Say those frozen peas (or hamburg 
ers) were good. Let’s pick up some 
more next time we're in the super 
market.”’ Once he stands before the 
frozen food display, he lets down the 
budget barriers and walks out with 
$15 or $25 worth of frozen foods 
all of which goes into the “trial” I-H 
freezer. “We might as well make use 
of it as long as we have it in the 
house” is his reasoning. His wife 
agrees. She knows that her husband 
is sold on the freezer. 

The next week, the dealer notifies 
the prospect that he will be out to 
pick up the freezer. He walks into 
the kitchen to find it either half or 
brimming full of frozen foods. He 
knows it’s sold, 

There’s good reasoning behind the 
free trial offer, Burnside points out. 
“The more freezers we get out, the 
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more the good word is spread. Satis- 
fied users, even those who feel that 
for temporary financial reasons they 
can’t swing the deal, tell their friends 
about the I-H freezer—and the way 
is paved for more prospects. Our 
dealers can then say: ‘See if what we 
tell you isn’t the truth’.”’” Almost 
90% of the “trial” freezers are sold. 
While International Harvester 
feels that the retail salesman is “the 
pipeline to industry, upon whom the 
economy of the country leans,” it is 
as great a problem in education—in 
any field—to get people to sell as it is 
to get them to buy. One way to ac- 
complish both objectives, I-H has 
found, is to emphasize to its salesmen 
what the company calls the “Golden 
Twilight” hours of selling. 


After Supper Sales 


A study made by the company has 
revealed that 500% of all appliances 
are sold after supper and, if a sales- 
man calls it a day at 5:00 p.m., he 
does only half of his job. In the eve- 
ning, when the husband is home, 
well-fed and rested after a hard day 
in the fields or at the office, his inward 
feeling of contentment means he’s 
His wife, afte1 
a day of housework, is ready and will 


open to suggestions. 


ing to be shown an easier way to do 
her work. 

This is only one of many points 
covered in I-H’s educational program 
for salesmen. Since many of its deal- 
ers have sold the company’s line for as 
long as 20 years, the company is 
anxious to see its salesmen do the best 
selling job possible. To this end, I-H 
has set up what it calls “Sales Work 
shops.” Here’s how they work: 

Whenever a new line of I-H re- 
frigerators or freezers is ready to 
market, the home office calls to Chi- 
cago its six regional refrigeration rep- 
resentatives and its six regional home 
economists. These representatives ob 
tain product and selling information 
in the training program—which the 
company considers as important as its 
advertising, and a definite part of its 
sales program. They then present the 
program to district office and dis 
tributor personnel who, in turn, pre 
sent the program to dealer salesmen. 

In charge of the training program 
is J. H. Coats, who outlines for dis 
trict offices and distributors the parts 
they will play in the instruction of 
dealers and their salesmen. “We're 
not trying to create super salesmen,” 
he explains, “but our men must know 
the facts about the product, and know 
how to demonstrate it to sell the bene 
fits.” 

District and distributor personnel 
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are expected to take back to their 
dealers facts about consumer rela- 
tions and salesman training. The 
workshops have been so successful 
that I-H plans to train 30,000 retail 
salesmen in the first part of its 1953 
program. “Demonstrations” will be 
the program theme. 

Since district office and distributor 
personnel are the instructors at “Sales 
Workshops,” they are told that, as 
meeting leaders back home, they ought 
to be certain that every retail sales- 
man should (for instance) “make the 
extra value story a part of his regular 
sales demonstration.”” Wholesalers 
are told that this objective will be 
accomplished when they help the men: 

. understand all the Extra Values. 
. appreciate all the Extra Values. 
. remember all the Extra Values. 

... acquire skill in demonstrating 
the Extra Values. 

Meetings are called “Sales Work- 
shops” because all retail salesmen who 
attend them are expected to do some 
work learning, contributing ideas, 
practicing methods and selling. 

The wholesaler must be a many- 
sided meeting leader. To do the job 
well, he must be a salesman, a teach- 
er, an inspiration, and, above all, an 
authority on the extra values of the 
product. 


Manual's Content 


To help him do this job, the com- 
pany provides him with a manual that 
tells him how to schedule and where 
to hold meetings, how to direct ques 
tion-and-answer periods and handle 
troublesome situations. 

Workshops are sparked with sound 
slidefilms, demonstrations of the new 
model, and the introduction of vari 
ous tools for selling. One sales tool 
is a chart and coin box, used to sell 
“advantages” to the customer. 

The prospect might say she cans 
pork for the winter, or that she cooks 
vegetables or fruit before preserving 
them. The salesman then finds on the 
chart the cost of freezing these food 
items and the comparative cost of 
canning. Since freezing is less expen- 
sive, the salesman puts the difference 
in a coin box. They then go on to the 
next item. After numerous food items 
have been indicated by the prospect 
and the salesman has put in the box 
the amount saved by freezing food 
items, the money is taken out and 
counted. ‘This is what you'll save 
by freezing your food supply,” says 
the salesman. 

All new props are shown at dealer 
meetings. Books, prepared in I-H’s 
home economics laboratory, which 
contain information about seasons best 


for freezing are distributed among 
the men. Sound slidefilm scripts also 
are printed in booklets which empha- 
size the important steps in making a 
sale—a permanent record of what the 
men have seen and heard. 

Another help is “Frozen Food 
Magic,” a demonstration handbook 
for I-H home economists, distributors 
and dealers. 

Sales Workshops at the dealer level 
rarely last more than two hours, 01 
less than one hour, but they are held 
at close intervals within a two-month 
period, twice a year. Classes usually 
are limited to 20 men and are fre- 
quently held in the evening. Several 
dealers and their salesmen may assem-, 
ble for the workshop meeting in one 
dealer’s store. 


Displays Must Sell 


The importance I-H attaches to the 
farm market is reflected in the com- 
pany’s elaborate displays at state and 
county fairs, livestock shows, dairy 
congresses and Grange shows. 

Dealers and home economists are 
told that an International Harvester 
display, to be good, must se//. They 
receive from the home office helpful 
suggestions applicable to setting up a 
good display of almost any product at 
a public gathering. They are told to: 

1. Attract immediate attention by 
having an outstanding point of empha 
sis. (Example: mirror in lid of open 
freezer reflecting colorful contents ) 

2. Use plenty of color. 

3. Use an abundance of light (with 
some colored and flasher lights for 
variety). 

4. Be sincere: have freezers and 
refrigerators operating; store real 
foods. 

5. Identify clearly the exhibit 
space at eye level and at overhead 
height where it can be seen despite 
the crowds of people. 

6. Identify personnel working at 
the exhibit; wear badges. 

7. Give information on construc- 
tion and performance of International 
Harvester products; describe the 
foods which can be frozen, methods 
of freezing and storing, proper pack- 
aging. 

8. Hold attention by intermittent 
ly staging some kind of activity. This 
might be (a) use of a loudspeaker to 
explain the foods on display and the 
freezer’s features, or (b) short dem- 
onstrations or skits. Have “something 
going on” during all periods of heavy 
traffic. 

9. Register all spectators. Provide 
writing space at height comfortable 
for standing. Have pencils attached 
permanently. Use cards to record data 
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which can be filed for prospect lists. 

10. Provide I-H printed recipe and 
sales materials to distribute or to be 
requested by mail. 

Display as many models of the 
line as space permits, and be sure to 
display the complete line of Irma 
Harding approved packaging material. 
Post information on how and where 
it may be purchased. (Some dealers 
have sold it right at the fair.) 

12. Use give away or registration 
Ideas: plastic plate scrapers, 
pot holders or dealer-name imprinted 
plastic aprons, I-H key chain screw 


prizes. 


driver, plastic refrigerator bowls or 
juice containers, pull-out tape meas- 
ure with dealer name and inscription 
such as: “You measure your space; 
we'll put a freezer in place.” 

Be cordial to visitors at your 
display. Sit down occasionally; don’t 
let aching feet ruin your disposition. 

14. Have a pencil in your pocket 
and an order blank handy. You're 
there to sell, aren’t you? 

In their displays at fairs I-H deal- 
ers “go light” on commercial packag- 
ing for home-prepared frozen foods. 
Cellophane wrapping is used exten- 
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sively for display purposes, but visit- 
ors are told emphatically that no par- 
ticular wrap has to be used. 

Packages are placed in the freezer 
so that items can be seen without 
handling. Food arrangements are or- 
derly, but not artificial looking, with 
food colors contrasted and varied. 

Visitors to I-H booths are shown 
two helpful books which are given 
out with purchase of a freezer. They 
are especially useful to the farm wife. 
“Prelude to Home Freezing’ gives 
instructions on how to freeze and how 
to cook frozen foods, and pointers on 
slaughtering animals for freezing. A 
complete record book, “My Freezer, 
Day by Day,” goes with each freezer. 
The housewife may record in this 
ledger the kind of food, together with 
such helpful information as the num- 
ber and size or weight of packages, 
date stored, kind of pack (how pre- 
pared), location in the freezer and a 
removal record. 

Most dealers and their salesmen 
do not need an incentive to sell I-H 
freezers, but the company feels a bet- 
ter job can be done when there is a 
definite incentive for the salesman. 


What Incentive? 


In 1950, International Harveste: 
announced its first annual sales cam- 
paign with the first prize of a week’s 
winter vacation in Miami Beach. So 
successful was it that the 1951 prize 
trip included Havana. The 1952 sales 
campaign was even more deluxe—a 
cruise on the Furness Line’s “Queen 
of Bermuda,” with a day ashore in 
Bermuda and another day in Nassau. 

All this was for the benefit of 600 
dealers and their staffs, wives  in- 
cluded. 

The 1952 campaign was tagged 
the “7/75 Campaign” since the time 
allowance was 75 days, and the na- 
tional quota of freezers and refrig- 
eration units was set at 75,000. I-H 
salesmen sold 117,947 units—157.3% 
of the national quota. 

Each of I-H’s six sales regions 
passed its quota, and nearly all whole- 
sale districts and distributor outlets 
exceeded their sales objectives. In 
the regional distributor competition, 
RCA-Victor, Kansas City, was South- 
west regional and national leader, 
with 280% of quota. 

The company’s policy of keeping a 
close family alliance between itself 
and its sales family pays positive divi- 
dends. Cooperation between company, 
dealers and home economists is the 
reason International Harvester found 
such high acceptance of its a 
freezers in the farm market and i 
urban areas. 
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Why are there so many 


“one-fisted" Sales Managers? 


Sales managing is a "two-fisted" job. But some Sales 
Managers tie one hand behind their backs by defining 
their jobs in terms of super-salesmanship only. 


These men got to be Sales Managers because they were top-notch 
salesmen. They're expert and specialized in the use of that one arm of selling - 
personal salesmanship. Becoming Sales Managers has merely made it possible for 
them to use that arm more prodigiously. They're "one-fisted" Sales Managers. 


To the extent that a Sales Manager is a teacher, and can pass along his enthusiasm, 
his knowledge, his experience, and his superior sales techniques to his men, he can 
undoubtedly turn up a record of reduced unit sales costs by virtue of his teaching 
talent. But he's still a "“one-fisted" Sales Manager. 


NOW - if, in addition to good selling and good teaching, he makes good use of that 
second strong "fist", the promotional aids to selling, he will greatly multiply the 
possibilities of reducing unit sales costs. He will make the best possible use of 
handbooks, sales kits, publication advertising, catalogs and bulletins, direct mail, 
manuals, publicity and merchandising. He will put those promotional aids to work to 
solve two problems: 


1. How to give his salesmen more prime prospects to call on - 
prospects who are known to be interested in the product. 


How to make it possible for his salesmen to spend less 

time on elementary explanation of the product's features; 

more time closing sales - which is one part of the sales 

job that only salesmen can do. 
Thus the Sales Manager will greatly multiply the sales-producing ability of his 
whole sales organization. He will be in a better position to show his top 
management how lower unit sales costs can play an important part in his company's 
profit picture. 


He will have become a "two-fisted" Sales Manager. 


Sincerely yours, 


Yh alec Popp = 


“Experienced in the profitable use of the tools that help build sales at lower unit sales cost.” 
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DON QUIXOTE 


Tuey say confession’s good for the soul, 
so we’ve decided to make a clean breast 
of it. 


We, like Don Quixote, have wasted 
a lot of valuable time tilting at wind- 
mills. In our case, the windmills were 
the circulation methods used by other 
business magazines. 


But in April, 1951, we woke up to 
the fact that the method used in getting 
a magazine to the people who could 
benefit from it was actually of minor 
importance to either its readers or ad- 
vertisers. What they were both really 


concerned about was the value and use 
made of the material that was in the 
magazine, together with the skill with 
which it served its field. 


So, we invited publishers using a dif- 
ferent circulation method to bury the 
hatchet and join with us. Together, we 
would redirect the money, time, and 
effort we’d been wasting, harassing ad- 
vertisers with a matter of little interest 
to them, to the improvement of our 
publications’ services. 


The results that attended this invita- 
tion amazed us. Within but 23 months, 
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the membership of NBP mushroomed to 
147 publications, with an aggregate cir- 
culation of more than 3 million copies. 
In fact, National Business Publications 
now has substantially more publication 
members than any similar magazine 
group in the world. But, of even greater 
interest, our members with paid and 
unpaid business magazine circulations 
are the best of friends, working together 


in complete harmony —to improve their 
magazines—to deliver an ever-increas- 
ing value to their readers and advertisers 
—to sell the Business Press. 


In short, we’ve learned the hard way 
that it’s much more pleasant and profit- 
able to unite on the things that really 
count than to tilt with competitors over 
imaginary differences. 


First for the Business Press 


NATIONAL BUSINESS PUBLICATIONS, 


1001 FIFTEENTH STREET, N. W. 


The national association of publishers 
of 147 technical, scientific, industrial, 
professional, merchandising and marketing 
magazines, having a combined circulation of 
3,440,542 ... audited by either the Audit 
Bureau of Circulations or Controlled 
Circulation Audit, Inc. ... serving and pro- 
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INC. 


¢ WASHINGTON 5,D.C. * STerling 3-7535 


moting the Business Press of America .. . 
bringing thousands of pages of specialized 
know-how and advertising to the men who 
make decisions in the businesses, industries, 
sciences and professions . . . pinpointing 
your audience in the market of your choice. 
W rite for complete list of NBP publications. 


Are You Using Visuals 
To Sell to Government ? 


Many an explanation usually precedes your formal com- 
petitive bid on federal contracts. Your illustrated story is 


likely to be welcomed by government officials because 
they are making increasing use of visuals for their own. 


BY JEROME SHOENFELD - 


If you're periodically befogged by 
Cjovernment texts, relief is in sight 
and “sight” is meant literally. A new 
doctrine haunts Government public- 
ity: don’t explain; 
Charts, pictures, models are clearer 


demonstrate. 


than words, 

It’s in the Armed Services that the 
doctrine has gone farthest, but the 
civilian agencies are slowly catching 
up assisted naturally by experts with 
projectors to sell. Office of Health 
teaches doctors by film; Food and 
Drug as well as Office of Education 
pamphlets rely more on cartoons than 
text. So far, no case on quantity dis 
counts has been argued visually before 
FTC. 

The multiplication of techniques 
for showing has created a new type ot 
expert who knows which medium to 
select. The wrong medium is worse 
than none: with all its preference for 
visual over verbal explanation, the 
Army doesn’t like movies for raw re 
cruits, In darkened rooms, they fall 


asleep. 


How Services Explain 


very branch of the Armed Serv- 


ices has people preparing shows. Some 


are elaborate and expensive beyond 
the possibility of imitation by any but 
the richest companies. On the old 
Harriman estate on Long Island, 
N.Y., the Navy runs the Speckal De- 
vices Center, which makes models, 
both catalog and custom designed, for 
all Services. A battleship commander 
must teach his men to run a gener- 
ator. Speckal will design a model. 
\ir Forces has a $2 million plane, 
Speckal 
will duplic ate it and its intricate parts 
on scales teachers can manage. 

The Services are full of that sort 


which nobody can operate. 
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of thing. They're wonderful — but 
cost money. But visuals can be cheap. 
Quartermaster Corps, which must 
turn future salesmen into cooks, shoe- 
makers or tailors, has visuals, which 
could be imitated by almost any com- 
pany with a line of products to ex- 
plain. 


Tyros Learn Fast 


Before a recruit, tagged for the 
kitchen, gets his hands on an actual 
stove, he plays around with models, 
which are easier to ship. Before he’s 
allowed to slice a fish, he has watched 
a wooden model being taken apart 
and put together. He plays with 
wooden chops and steaks before he 
prepares the kind that are eaten. A 
life-size model of the side of a cow 
shows Army cuts. To make it real- 
istic, a skeleton is hidden under wood- 
en layers, which he peels off. After 
he puts on his chef's apron, he’s still 
pursued by visuals. A kitchen poster 
tells him that “Proper Carving 
Makes the Most of Any Good 
Roast,” with pictures defining “Prop- 
er.” 

Another tyro, meanwhile, is indoc- 
trinated with other model ovens. The 
man who'll repair them looks into 
glass prototypes, in which colored 
vapor reveals heat currents. 

There are models for all the crafts 
Quartermaster teaches. Huge shoes 
ire taken apart—last, heel, sole, frame 

and put together by future shoe- 
makers. Men who'll be tailors don’t 
start by patching actual uniforms. 

If you were to become the Army 
equivalent of stock clerk, you'd learn 
your way around the warehouse from 
a model scaled one fourth of an inch 
to a foot. From it, you'd learn where 
food, clothing, inflammables were 


stacked and how routed from place 
to place; this gives the same advan- 
tage over an actual warehouse, for 
quick apprehension, as a map over a 
city. A similar model, on a greatly 
enlarged scale, shows future traffic 
managers whole theaters of opera- 
tions: how materiel is routed to and 
beyond advanced battle fronts. Big 
companies with plants and sales agen- 
cies everywhere can, perhaps do, teach 
the same way. 

Quartermaster likes exhibits. One 
show tells what adjectives to apply to 
clothing in its inexorable progress to 
the dump-heap; which is serviceable, 
which needs repair and which is rub- 
bish. That’s for the clothing depart- 
ment. Soldiers going, say, to Alaska 
see another clothing exhibit. First, 
they watch experienced troops undress 
ind dress. Then, because nobody has 
found a better way to identify cold 
air currents, they watch movies. 
When they finally leave, they take 
along booklets with line illustrations. 
For officers there are the more tech- 
nical field manuals. 


Learn or Else 


There’s a sea ration kit, in which 
are ingeniously packaged so as to take 
least space, a can-opener, chewing- 
gum, cigarettes, water purifying tab- 
lets, coffee, toilet paper and other 
things to comfort solitude on a life 
boat. You must learn to take things 
out and restore them to place; other- 
wise, you’re stuck with an intelligence 
test instead of supplied with rations. 
Here, the model is not, so to speak, 
more visual, but merely cheaper, than 
the real thing since nobody swipes 
make-believe cigarettes. 

You want to drive home a simple 
fact: that it’s safer to lift something 
heavy by thigh than by back muscle. 
Two cardboard models of men doing 
it each way are connected with point- 
ers, which give the amount of strain 
in each case. 

There's a portable trainer like a 
salesman’s case. Open it up and legs 
unfold: you have a table. Each side 
oi the case is divided into sections, on 
which rubber terrains, kept inside, are 
laid for a demonstration lecture. 

The QM exhibit to develop “Cost 
Consciousness” was not, as cynical 
people suspect, rigged up just for dis- 


SALES MANAGEMENT 


This 


interest 


1S 
LNTHUSIASM! 


t 
| 
' 
' 
| 
1 
' 
| 
! 
| 
| 
! 
| 
! 
| 
| 
! 
! 
| 
| 
| 
| 
I 
! 
! 
! 
I 
! 
! 
- 4§ 
1 
' 
' 
| 
1 
! 
! 
| 
! 
| 
| 
1 
! 
| 
| 
1 
{ 
| 
| 
! 
| 
( 


he 
Amr RICAN WEERLY 
creates VN'THUSIASM 


Within five months, The American Weekly made 
important market coverage news by adding two more 


metropolitan newspapers to its roster of powerful distributors! 


*Enthusiasm is interest raised to a buying pitch! 
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PAYROLL 


THEY BRING HOME MORE BACON 
IN SOUTH BEND! 


Over 50% of the families in the South Bend, Indiana metro- 
politan area enjoy annual incomes of $4000 or more—17.8% 
earn $6000 or better. That’s tops in Indiana, by far! And, 
they spend it here—total retail sales per family are highest 
in the State. The South Bend Tribune reaches all the people 
in this great market (103.1% coverage of metropolitan 
area). Write for free market data book, “Test Town, U.S.A.” 


Che 


Soullh Mend 
Cribune 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


play to appropriations committees; 
that’s only incidental. Pieces of equip- 
ment are shown with their price tags. 
Simple? A huge telephone map shows 
costs of long distance calls from the 
Pentagon to points east of Denver; 
the rubric asks, “Is This Call ES- 


SENTIAL?” Nobody has yet plot- 
ted, dollar for dollar, the inhibiting 
power of the visuals. 


Everybody recalls a sergeant’s com- 
mands as a series of barks distinguish- 
able primarily by cadence and pitch. 


A QM _ demonstration, ‘How to 


F& J wwe. 


CHICAGO 


Command,” slanted to ROTC’s, 
proves that memory errs. Flashed 
spellings accompany the barks as they 
succeed each other on the record 
player: officially, it’s ‘“FohwaHD 
mAH ch,” “SquAHd” and “HAWIe.” 
“FoRRD HARch”’ is not sanctioned 
visually. 

QM _ made a Magic Board, which 
a sales manager could have fun with 
as he explained a new distribution 
scheme to the directors. You set up 
vertically a steel board overlaid with 
paper, which might be a-map. You 
have models—of autos, buildings, etc. 

to each of which is attached a small 
magnet. An officer deploys his tanks 
before the strategy class in apparent 
defiance of gravity. 

These illustrations are typical of 
Quartermaste Mostly, 
they're easy and cheap to copy. Quar- 
termaster leans heavily on the canned 
lecture illustrated by series of charts 
or drawings. Everything, in a way, 
is canned. Illustration avoids words 
and the Services like it that way. 
Words go astray; they’re ambiguous; 
they're misunderstood; easy to mis- 
quote. Army, since it must train so 
many, is rigid. It wants no spon- 
taneous improvements but only what’s 
been ‘“‘cleared through channels.” 


visuals. 
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Readers’ Service Can 
Furnish These Reprints 


PLEASE SEND REMITTANCE with order 
to Readers’ Service Bureau, SALES MAN- 
AGEMENT, 386 Fourth Ave., New York 16, 


N.Y. Reprints may be ordered by number. 


NEW REPRINTS 


268—It’s Good Management to Keep 
Tabs on Your Competition, by Richard C. 
Christian. (Price 10c) 


267—20 Ways to Show Salesmen You're 
the Man to Be Their Boss, by William 
J. Tobin. (Price 10c) 


266—Westinghouse Sales Engineers: 
How They’re Picked and Trained, by D. 
W. McGill. (Price 10c) 


265—How to Ask a Question, by Don- 
ald A. Laird. (Price 5c) 


264—12 Types of Salesmen I Detest, by 
Henry Carlton Jones. (Price 10c) 


MISCELLANEOUS REPRINTS 


The following miscellaneous reprints are 
also available, until present limited stocks 
are exhausted. (Price indicated.) 


Industrial Section — Survey of Buying 
Power—May 10, 1952. SM Data on 


Industrial Potentials in 19 Industries. 
(Price $2.00) 


Canadian Edition — Survey of Buying 
Power—1952. (Price $1.00) 


275— I op-F aid Sales Executives. (F rice 
25c) 
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15 Ways to Improve Relations with 
Industrial Distributors, by Louis H. 
Brendel. (Price 10c) 


How to Put More Meaning into Your 
Sales Language (Part I), by William R. 
Kelly. (Price 10c) 


How to Put More Meaning into Your 
Sales Language (Part Il), by William R. 
Kelly. (Price 10c) 


Co-op Ads: Sales Tool or Fraud? by 
Philip Salisbury. (Price 25c) 


Do Newspapers Really Sell National 
Advertisers? by James W. Egan, Jr. 
(Price 10c) 


Does Increased Promotion Pay Off 
When Genera! Business Is Receding? by 
Philip Salisbury. (Price 10c) 


Advertising Once Stopped, Gathers 
Momentum Slowly. (Pictograph) (Price 


5c) 


San-Nap-Pak Proves Effectiveness of 


Color Advertising in Newspapers. (Price 
10c) 


Does It Pay to Repeat an Ad? Tests 
Say “Yes!” (Price Sc) 


To Charge or Not to Charge for Sales 
Promotion Materials? (Price 5c) 


Gifts and Entertainment — Are They 
“Necessary Evils’ in Selling? by Lester 
B. Colby. (Price 10c) 


What Industrial Buyers Expect to Find 
in Your Proposal Letters, by Herbert W. 
Green. (Price 10c) 


The Story Behind Dow’s 3-Step Promo- 
tion for “Hidden” Products. (Price 10c) 


Why Training Falls Flat with Retail 
Salespeople, by John C. Bancroft. (Price 
5c) 


75% of Our Sales Engineers Upped 
Earnings with Incentive Pay, by James 
W. Brady. (Price 5c) 


8 Traits That Make Salesmen Welcome 
at General Electric. (Price 10c) 


How to Cut Waste Out of Salesmen’s 
Selling Hours, by R. A. Siegel, Jr. 
(Price 10c) 


How Industrial Packages Solve Dis- 
tributor Problems, by Louis H. Brendel. 
(Price 10c) 


“This is the size we ship to the Growing Greensboro Market!" 
a 


You'll turn in the winning card in sales per- 


formance when you tee off your selling efforts 


in the Growing Greensboro Market—where 1/6 


of North Carolina’s 4-million people account for 


over 1/5 


of the state’s retail sales totaling 


$2'%4-billion! 


For heads-up selling in the South’s No. 1 State 


—you need the $746-million buying power on 


tap in the 12-ABC-county Growing Greensboro 
Market served by the 100,000-plus daily cir- 
culation of the GREENSBORO NEWS & REC- 


ORD! 


The only medium with dominant coverage in the 

Greensboro 12-County ABC Market, and with 

selling influence in over half of North Carolina! 
SALES MANAGEMENT FIGURES 


_ Greensboro 
News and Kecord : 
GREENSBORO, NORTH CAROLINA 


fa —_ 


Represented by Jann & Kelley, Inc. 
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how do you evaluate 


by total circulation? 
by newsstand sale? 
by circulation guarantee ? 


by bonus circulation? 


by circulation gain? 

by newsstand gain? 

by display advertising volume? 
by total advertising revenue? 
by editorial volume 7 

by total pages published? 

by cost per thousand? 


no matter 
OUTDOOR LIFE 


| Outdoor Life 
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_ TONGAN Sports Afield —‘Field & Stream 
364,315 807,652 OUTDOOR LIFE 2 ferec/ 


ABC 6/30/52 ABC 6/30/52 


411,303 305,234 321,780 OUTDOOR LIFE co ferae/ 


ABC 6/30/52 ABC 6/30/82 


825,000 800,000 800,000 OUTDOOR LIFE co feree/. 
78,200 64,315 7,652 OUTDOOR LIFE cs feree/ 
108,095 40,688 19,619 OUTDOOR LIFE co feror/ 


ABC VS 6/30/51 ABC 6/30/52 ABC VS 6/30/51 6/30/52 ABC VS 6/30/31 ABC 


83,231 24,853 32,443 OUTDOOR LIFE co ferec/ 
cu 488 = =a OUTDOOR LIFE cs feror/ 
$1,761,934 $1,657,876 $1,723,432 OUTDOOR LIFE co ferer/ 
991 pages 859 pages 912 pages OUTDOQR LIFE co feror/ 
1,642 1,448 1,572 OUTDOOR LIFE co feror/ 


3.10 3.24. 3.25 OUTDOOR LIFE ce feroe/ 


Based on current b & w page rate & delivered circulation ABC 6/30/52 


what standard you use 
ig FIRST in its field 
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Solicit Your Distributors 
Views of Yourself! 


BY LOUIS H. BRENDEL * Merchandising Director 


James Thomas Chirurg Co. 


You may be surprised how the people who wholesale your 


products feel about your policies, your inside and outside 


men, and your business attitude toward them. Their frank 


answers will help you correct weakness in management. 


Not long ago 12 sales executives 
and salesmen for a manufacturer 
hunched over a round table all day, 
discussing why industrial distributors 
are not doing a better job selling 
their products. The younger. less 
experienced men said tersely: ‘What 
can you expect? Our distributors are 
no good.” The older heads, who 
have spent more years working with 
distributors, cautioned: “Let's not be 
too hasty in condemning them. Maybe 
our education of distributor sales- 
men hasn’t been effective.” 

With variations, this went on hour 
after hour. Finally the boss man 
(who had remained — surprisingly 
quiet throughout the oracular pearl 
scattering) said: “Why don’t we go 
out and ask a half dozen leading dis- 
tributors what they think is the 
reason for our lack of sales? Dis- 
tributors who have been successful 
tor years in selling all kinds of pro- 
ducts to industry should be able to 
give us the answers we seek.” 


Why This Survey 


This obvious solution to problems 
involving sales through distributors 
is used by manufacturers and their 
advertising agencies. In addition to 
personal interviews, increasing use is 
made of mail surveys to determine 
how distributors feel about what 
manufacturers are doing or con- 
template doing. These surveys are 
quick, inexpensive and pull in a sub- 
stantial percentage of returns. But 
far more important . . . they provide 
the manufacturer with factual in- 
formation, not opinions and guesses. 

In oceanic navigation, a ‘fix’? must 
be worked out for a ship (to deter- 
mine its present position) before it 
can attempt to go any place. The 
navigator takes one at least once a 
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day for his “noon position.” It en- 
ables him to plot his location in com- 
parison with yesterday’s “noon posi- 
tion.”’ He can then tell whether he 
is making progress toward his desti- 
nation, or if winds, tides and currents 
are keeping him from getting there. 

‘Today's sales executives follow a 
similar procedure with their distribu- 
tors by substituting mail and personal 
surveys for “sextants.” 


The 16 Questions 


Case No. 1: A manufacturer of 
of “widgets” wanted to know what 
his distributors thought of his policy, 
his products and his support. He had 
a “blind” mail survey conducted by 
an independent research organization. 
A questionnaire in the form of a 
check-chart was mailed to each of 
his distributors. The distributor was 
asked to write into three spaces the 
names of the 1, 2 or 3 makes of 
“widgets” he carried. (It is not un- 
usual for representative distributors 
to sell two or more lines; exclusive 
arrangements are rare.) For each 
company listed, the distributor was 
asked to check i “rr” ad 
“poor” point ratings such as: 


ion | 
goo 


1. Quality of products (lack of 
customer complaints) 

2. Deliveries 
3. Speed in making quotations 


4. Policy of selling through dis 
tributors 


5. Price policy 
6. Notification of price changes 
7. Quality of catalog 


8. Help provided by manufact- 
urer’s salesmen making calls with 


their wholesale salesmen 


9, Engineering help provided by 
manufacturer's salesmen 


10. Keeping distributor informed 
11. Magazine advertising 


12. Direct mail sales promotional] 
material 


13. Quality of sales meetings held 
by manufacturer’s salesmen 


14. Quality of sales training aids 


15. The one make of widget the 
wholesaler would prefer above all 
if he could carry only one 


16. The manufacturer who has 
improved his distributor cooperation 
the most during the past two years 


60°% Return 


The 60% return this sales mana- 
ger received from the survey gave 
him important information. He had 
facts which enabled him to plan 
future activities to strengthen his 
company’s suspected—if uncertain 
“weak points” which, even if he 
knew existed, he would have difficulty 
in explaining to his management. 
The most surprising and interesting 
pattern he found in the returns con- 
cerned his own salesmen’s perfor- 
mance and not that of his distribu- 
tor salesmen. He was shocked to 
learn that: 


1. Less than half his distributors 
rated the personal sales work of his 
salesmen as good. 


2. Only half considered the quality 
of the sales meetings conducted by his 
salesmen as good. 


3. Over half evaluated the help 
provided by his representatives in 
making calls with distributor sales- 
men as poor or fair. 


4. One out of every three felt that 
the technical help provided by his 
salesmen was either poor or fair. 


This sales executive was so im- 
pressed by these ratings that he 
switched emphasis the following 
year from distributor education to 
improvement of job done by his own 
sales force. Corrective measures in- 
cluded refresher courses for his sales- 
men; more stress on distributor coop- 
eration in hs school for cub salesmen; 
field training in holding distributor 
sales meetings, coupled with incen- 
tives to encourage the men to do a 
better job. It also meant tightening 
up on district managers and accent- 


SALES MANAGEMENT 


JACKSONVILLE 


The billion-dollar market of Jacksonville PLUS 
has many distinctions, many famous Florida sights 
such as the sturdy, high-bowed shrimp boats trawling 
almost in the surf along Jacksonville’s superb 
beaches . . . and the fluorescent Times-Union boxes 
seen almost everywhere. 

In the market of Jacksonville PLUS the shrimping 
industry alone produces $2,230,000 annually from the 
sale of more than 8,000,000 pounds of shrimp caught 
in its coastal waters. 


Financial, Industrial, and 
Distribution Capital of Florida 


Jacksonville— 204,517 population— 2,433 retail 
establishments—a great port, financial, industrial and 
distribution capital of Florida—is only a few drops in 
its own billion-dollar bucket. 


JACKSONVILLE PLUS is 26 North Florida Counties 
containing one-third of Florida’s population and 
Schedule the 


embracing one-third of Florida’s retail sales. 


n © And in the market of Jacksonville PLUS, the 
Times-Union and 


Florida Times-Union is dominant—-83 % family 


Bag Bigger Sales! coverage in Duval County (Jacksonville), above 50% 


in three counties, above 20% in 26 counties. 


he Florida Times-Union 


JACKSONVILLE, FLORIDA 


Represented Nationally By REYNOLDS FITZGERALD, Inc. 


Offices in: New York — Chicago — Syracuse — Detroit — Philadelphia — San Francisco — Seattle — Los Angeles — Atlanta 
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ing their responsibility for training 
and maintaining the quality of “dis- 
tributor services” by salesmen under 
their supervision. 

It was possible for this sales mana- 
ger to aim his remedial measures in 
the right direction because the ques 
although not _— signed, 
carried a secret key to identify each 
respondent. 


tionnaires 


It was reassuring to him to learn 
that 96% of his distributors rated 
the qualtiy of his merchandise as 
good; only 4% rated it fair. This 
indicated a healthy improvement 
from the 89% who said good and 
the 11% who did not in the survey 
made two years earlier. Deliveries, 
ever a source of distributor gripes, 
had fallen down in his distributors’ 
estimation during the past two years. 
In 1950, 32% rated his deliveries 
good. Now only 20% do. In 1950, 
53% considered his deliveries fair. 
Now 63% do. Even those who rated 
his deliveries poor have increased 
their ratings from 15 to 17% during 
the same period. 


Suggests Policy Change 


This sales manager is analyzing 
his price policy to see if he can im- 
prove it. He found that although 
97% of his distributors rated his 
policy of selling through distributors 
as good and only 3% as fair, only 
75% rated his price policy as good, 
with 22% grading it as fair and 3% 
poor. Answers to the question about 
“notification of price changes” 
83%, good; 15% fair and 2%, poor 

indicate room for improvement. in 
this catagory. 

Two other services rendered by 
the home office were rated this way: 


1. Speed in making quotations: 
good, 49%; fair, 39%; poor, 12% 


2. Keeping distributor informed: 
good, 75%; fair, 20% ; poor, 5% 


This tip-off on what his distributors 
thought of his organization’s handl- 
ing -of quptations enabled him to 
speed up this operation. ‘True, his 


salesmen had passed along gripes of 
some distributors concerning his com- 


pany 's slowness in getting out quota- 
tions, but headquarters usually re- 
sents such complaints and feels that 
there is something wrong with the 
salesman when his distributors com- 
plain. This executive also tightened 
up on his communications with his 
distributor network. 

Only two out of three thought 
his magazine advertising was good. 
Since it had fine Starch Reports and 
was pre-tested, he felt there was 
something else that caused one-third 
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of his distributors to underrate his 
advertisements. He believed lack of 
understanding of advertising and 
what his company was trying to 
accomplish was the cause of the poor 
showing. His corrective measures in- 
cluded a monthly lesson in advertising 
in general and his company’s advertis- 
ing in particular. Sometimes letters 
from editors of business publications 
were read, explaining what is accomp- 
lished by advertising in their maga- 
zines. Greater care was taken in 
merchandising advertisements to dis- 
tributors: Objectives and strategy 
of campaigns and individual adver- 
tisements were explained. 

His own were “‘wised 
up” about company advertising so 
they could talk more intelligently 
and enthusiastically about it with 
their distributors. It is not enough 
to do an adequate job of advertising. 
A manufacturer should never cease 
to tell his salesmen and his distribu- 
tors how and why his advertisements 
help each distributor. This is more 
effective when business paper circula- 
tion and other data are broken down 
so that each distributor receives data 
for his own territory as well as 
national figures. 

This manufacturer happened to do 
a relatively better catalog job, for we 
see that seven out of eight rated it 
good. His sales aids also were rated 


salesmen 


higher than some of the classifications 
previously examined. This confirmed 
the earlier pattern suspicion that 
work done at headquarters was con- 
sistantly rated higher than that done 
by salesmen in the field. Decision: 
Pour a larger dose of education into 
the sales force so it will be prepared 
to do a creditable job. 

Distributors’ opinions about which 
manufacturer made the most progress 
in distributor cooperation (question 
16) are very helpful. They point 
out how the cooperation of this manu- 
facturer rates in each territory, and 
how his competitors stand in the 
same localities. They point to the 
salesmen who are the weakest and 
which competitors give them the “bad 
time.” Needless to say, he is taking 
steps to bring these “cripples” up to 
leadership standards. 

Naturally, this manufacturer would 
like to have each of his distributors 
prefer his line to those of his com- 
petitors. The survey provided him 
with a loyalty chart which enables 
him to make a greater effort to 
weaker distributors until they, too, 
prefer his line. 

One interesting disclosure was the 
fact that 6% of the distributors the 
manufacturer classed as “his” did 
not even mention his company name 
in any part of the survey—a fact 
which raised the question of why 


“Are you sure they've been trained to track down home-freezer prospects?” 


SALES MANAGEMENT 


Now that other magazines 


are imcreasing 


their single copy prices... 


e® @ @ and now that there is so much interest and speculation as to 


what Is going to happen to their circulations — 


it might be well to take a look at what has happened to 
REDBOOK... the first magazine since the war to raise its price 


from 25¢ to 35¢ (with the August, 1951 issue). 
]. Redbook sold more copies at 35¢ in 1952 than in 1951. 


2. Redbook averaged well over 2,000,000 circulation for the 12 
months of 1952...the highest yearly average in Redbook history. 


In accomplishing this, not one extra page of editorial content 
was added. Not one extra dollar was spent on promotion. Reader 
acceptance of the 35¢ price was based solely on editorial vitality 
which captured and held the interest of the 18,35 year age 
group...eager Young Adults...to whom REDBOOK’s editorial 
program is pin-pointed. 

. which is why it is an even more profitable medium for 


advertisers. 


Well 


THE VITAL YEARS wo oR ooo THE VITAL MARKET 


ae Redbooks 


America’s ONLY Mass Medium for Young Adults * Over 2,000,000 Circulation... More than 5,550,000 Primary Readers 
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How many 
Sales 
make a 
successful 


ad? 


One sale...or a thousand? The answer 
varies, business by business, product 
by product. 


For some advertisers, the target is only 
a dollar returned for an advertising 
dollar spent. 


Take Milton B. Sleeper, publisher of 
High-Fidelity Magazine. He wanted to 
reach people who are interested in top- 
flight sound quality in radios, recorded 
music and sound equipment. 


He ran two 90-line advertisements in 
the Sunday New York Times. Although 
he knew his audience was limited, he 
hoped the returns would equal his ad- 
vertising cost — the mark publication 
advertisers aim for with circulation 
advertising. 


“We sent out 1,893 sample copies of 
High-Fidelity Magazine in response to 
requests from our advertising. 


“We followed that up with a letter 
and received a total return to date of 
$1,090 on subscription orders at a cost 
of $460 for the advertising. Orders are 
still coming in .. . I expect the returns 
to reach about $2,000.” 


What's your advertising sales goal? 
Whatever it is, we’re sure you can 
meet it, or beat it, in The New York 
Times 


That's why advertisers for 34 consecu- 
tive years have made The New York 
Times first in advertising in the world’s 
first market. Get all the facts, now. 


The New ork Times 


“All the News That's Fit to Print” 


NEW YORK, BOSTON, CHICAGO, DETROIT, 
LOS ANGELES, SAN FRANCISCO 
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the manufacturer's salesmen had put 
these concerns on the “distributor 
list’ with distributor's discounts. If 
the company salesmen had not set 
up these distributors, why hadn't they 
been removed? Obviously, these de- 
linquents did nothing constructive for 
the manufacturer. 

Case No. 2: There are times when 
it is advantageous to conduct a sur- 
vey of retail dealers to obtain infor- 
mation needed to determine the 
proper course to take in working 
with distributors. A manufacturer of 
hardware surveyed 5,000 retail hard- 
ware stores by using every fifth name 
from an association list, and the as- 
sociation letterhead. First, the dealer 
was asked to check the three brands 
of tools which sold best in his store, 
ranking them in order of sales. He 
was also requested to indicate the 
same information for three individual 
tools—hammers, |saws and _ planes; 
list the number of payroll employes 
(to classify the store size), and give 
the name of the state in which the 
store is located. Comments were in- 
vited. This survey was made in simple 


check-chart form with the six lead- 
ing manufacturers’ names listed to 
encourage response—which _inciden- 
tally was over 25%. All returns were 
tabulated by states. 

Results revealed that this manu- 
facturer was in third place in hammer 
sales, with 1 store out of 7 giving 
him a first-place mention. The lead-’ 
ing competitor received a first-place 
mention from | out of every 2 stores. 
In saw sales, this manufacturer found 
that 1 out of 10 stores rated his 
product first. The leading competitor 
in this product category had only 3 
first-place sales ratings out of every 
10 stores. In planes he occupied a 
weak second-place position, with the 
leading competitor getting over 10 
times as many mentions. 

Any sales executive with factual 
information such as this survey un- 
covered, by products and by states, 
can start to apply corrective action. 
That is just what this executive is 
doing. Next year he probably will 
conduct another survey to find out 
whether or not the corrective efforts 
have worked. 


ig 


THEY ASKED FOR IT: Offer a good will booklet titled ‘1003 
Household Hints," which tells consumers how to make it, fix it, clean 
it, and this is what you get. R. A. Gilruth, advertising manager, 
Deepfreeze Division, Motor Products Corp., North Chicago, filled 
77,000 requests for the book from consumers and dealers. Adver- 
tising for the firm's products—freezers, refrigerators, ranges— 
appears on only three pages, but in the right places: back cover, 
inside front and back covers. The rest of the book contains indexed 
tips which tell readers how to take some of the work and expense 
out of daily living. Sample chapter heads: "Trade Secrets of the 
Well-Run Kitchen,” "How to Be Well-Dressed on a Smailer Clothing 
Budget," "How to Be Your Own Interior Decorator." 
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The circulation of the ST. LOUIS POST-DISPATCH has in- 
creased more than 100,000 since it purchased the St. Louis 
Star-Times, June 16, 1951. 


Today, in the City and Retail Trading Zones alone, 85,300 more 
families—with an effective buying income of $5,130*—are reading 


the ST. LOUIS POST-DISPATCH. 


Multiply ! You get $137,589,000. : 
! } f i t ' 
Nearly 100.000 Daily Over 450.000 Sunday ‘Sales Management 


Survey 


smart 
advertisers 


Fabrics 


American Bemburg 

Avondale Mills 

Bates Fabrics, Inc. 

Beaunit Mills, Inc. 

Bernside Mills 
Crompton-Richmond Company 
Deering-Milliken Company 
Juilliard, A. D. & Company 
Merrimack Manufacturing 
Reeves Bros., Inc. 

Stevens, J. P. Company 
Textron, Inc. 

U. S. Rubber Company (Lastex) 


Foods 


American Dairy Association 
Borden Company 

(Eagle Brand Milk) 
Coca-Cola Company 
General Foods Corporation 
(Walter Baker Chocolate) 
(Swans Down Cake Mix) 
Mars Candy Bars 

National Dairy Products 
(Kraft Phila. Cream Cheese) 
Nehi (Royal Crown Cola) 
Olive Advisory Board 


Ready-to-Bake Foods Corp. 
Star-Kist Tuna 


Home Furnishings 


Bates Linens 

Doulton China 

Flintridge China 

Free Sewing Machines 
Haviland China 

Jackson China 

Lane Hope Chests 

Lenox China 

Martex Towels 

North Star Blankets 

Olson Rugs 

Pepperell Sheets 

Royal Lace Paper 

Singer Sewing Machines 
Syracuse China 

V-M Phonographs 
Vita-Craft Kitchen Utensils 
Webster Chicago Record Players 
White Sewing Machines 


Beauty Aids 


Bourjois Perfumes 
Campana Magic-Touch Make-up 


Cash e Bouquet Cosmetics 


current national 


Cutex Nail Polish & Lipstick 
Dana Perfumes 

Dorothy Gray Cosmetics 
Eastco Clearasil 

Elizabeth Arden Make-up 
Flame Glo Lipstick 

Helena Rubinstein Cosmetics 
Houbigant Perfumes 
Jergens Lotion 

Lentheric Perfumes 
Maybelline 

McKesson & Robbins (Tartan) 
Natone Lip Life 

Pond’s Angel Face, Creams 
Revion Preparations 

Shulton Perfumes 

Skol Suntan Lotion 

Tussy Perfumes, Cosmetics 
Westmore Cosmetics 
Woodbury Dream-Stuff Make-up 


Hygiene & Health 


Block Drug Company 

Breck Shampoo 

Camay Soap 

Cash e Bouquet Powder 
Colgate Chlorophyll Tooth Paste 
Dial Deodorant Soap 

Drene Shampoo 


Elizabeth Arden Home Permanent 


SALES MANAGEMENT 


Today’s Girl Under 20 is established as a major 


customer for many types of merchandise. 


Her personal spending power is surprisingly high 


and completely disposable. Her persuasive spend- 


ing power is also big, both for her own needs and 


her family’s. She’s quick to open minds and wal- 


lets—her own and Dad’s. More and more compa- 


nies are learning these profitable facts. How about 


you in °53? 


Seventeen 


advertisers 


Five-Day Deodorant Pads 
Fresh Deodorant 
Halo Shampoo 

Ipana Tooth Paste 
Laco Shampoo 

Lilt Home Permanent 
Lustre-Creme Shampoo 
Mum Deodorant 
Noxzema 

Odo-ro-no Deodorant 
Palmolive Soap 
Revion Deodorant 
Shasta Shampoo 
Stopette Deodorant 
Suave Hair Dressing 
Sweetheart Soap 

Toni Home Permanent 
Tussy Deodorant 
White Rain Shampoo 
Wildroot Shampoo 
Yodora Deodorant 


Medical Supplies 


Co-ets Cotton Squares 
Kotex Sanitary Napkins 
La Cross Scissors 

Meds Insorber 

Modess Sanitary Napkins 
Tampax Tampons 
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Tableware 


Dirilyte Company 
Gorham Company 
Holmes & Edwards 
International Sterling 
Kirk Sterling 

Lunt Sterling 

National Silver Company 
Reed & Barton 

Rogers’ Sterling 

Smith, Frank Silver Company 
Towle Sterling 

Wallace Silversmiths 
Westmorland Sterling 


Jewelry, Optical 


Bausch & Lomb Sunglasses 
Coro Costume Jewelry 


International Nickel Company 


(Palladium) 
Keep 
La Tausca Pearls 


ke Di d Rings 


Orange Blossom Diamond Rings 


Leather Goods 


Amity Leather Products 
Baltimore Luggage 
Buxton Wallets 


Ahead of 1951, again a leader. 
And Seventeen’s steady climb 
continues this year. 


1952 WOMEN’S MAGAZINES 
ADVERTISING LINAGE 


TOP 25 MAGAZINES YEAR’S LINAGE 


Vogue 1,068,950(ca) 
Harper's Bazaar 805,050 
SEVENTEEN 800,930 
Ladies’ Home Journal 771,392 
Good Housekeeping 647,453 
McCall's 578,437 
Woman's Home Comp. 538,419 
Mademoiselle 472,658 
Glamour 443,513 
Charm 409,174 
Woman's Day 341,399 
Parents’ Magazine 324,951 
Today’s Woman 285,332 
Family Circle 266,080 
True Story 254,812 
Household 222,714 
Everywoman’s 196,384 
Better Living 191,610 
Modern Screen 163,398 
Photoplay 178,267 
True Confessions 176,743 
Modern Romances 172,803 
Motion Picture 151,615 
Screen Stories 150,519 
True Romance 130,315 


(a) twenty issues 


Source: Printers’ Ink 


Columbia Walescraft Wallets 
Crown Luggage 

Nash Wallets 

Prince Gardner Wallets 
Samsonite Luggage 

Skyway Luggage 

White Luggage 


Typewriters, Paper 


Eaton's Fine Letter Papers 
International Business Machines 
Remington Rand Typewriters 
Royal Typewriters 

Smith, L. C. & Corona Typewriters 
White & Wyckoff Stationery 


Other Nat'l Advertisers 


American Telephone & Telegraph 
Cluett Peabody (Sanforizing) 
Eastman Kodak 

Greyhound Buslines 

Kleinert Rubber Products 

Linit Starch 

National Pre-Fab Homes 
Province of Quebec 

Talon, Inc. 


Because of space limitations this is a partial 
list only. Also omitted are fashion and retail 
apparel advertisers, fields where SEVENTEEN 
leads all women’s magazines. 


EVERYTHING'S IN TUNE with the blue-jean crowd. Even these 
pennants accentuate Pangburn's policy: Packaging and promotion 
must go modern, but strictly. To merchandise line of eight 


Why Pangburn’s Hep 
With the Hot-Rod Set 


Pangburn Candy's president discovered he was out of 
touch with the new generation, decided that to get ‘teen’ 
business he must talk "teen" talk. That's why the company’s 
newly designed candy packages wear all but bobbysocks. 


Based on an interview by Mary K. Pirie with 


WARREN LEE 
Sales Manager, Pangburn Candy Co., Inc. 


If you want the teen-age business, 
you must go teen-age with your pro- 
duct. 

Soa Ft. Worth, Tex., candy manu 
facturer decided as he watched a 
group of teen-agers in his living room 
one night last April. He beheld a 
brand-new generation, living a brand- 
new way—casually, exuberantly. Its 
dress for get-togethers: blue jeans. 
Its dances: usually sox hops. Its big 
idea: fun without fuss. Its budget: 
usually a dollar. 

I. C. Parker, president of Pang- 
burn Candy Co., Inc., wondered how 
he might beam Pangburn’s fine boxed 
chocolates at the teen-age market to 


§2 


make more sales. ‘The dungaree kids 
bought 1-, 2-, or 3-lb. boxes for a 
big date, the best girl’s birthday, or 
for a Christmas gift. But their budg- 
ets seldom permitted such splurges. 
A smaller, cheaper package was 
needed. 

Most candy manufacturers, Par- 
ker considered, do little to reach 
youngsters too old for “kiddy” 
candies, too discriminating for “bag’”’ 
candies or the familiar, small pick- 
up package. The market was vast, 
untapped; the product, appealing. 
Parker began to figure ... 

Result: Pangburn’s ‘Teen-Age” 
packages, pocket-size, budget-size, 


| 


"Teen-Age" chocolate boxes, retail drug dealers actually string 
pennants on wires—with clothespins. Object of Pangburn's pro- 
gram: Don't let 15 million teen-agers tramp through stores unsold. 


suited to exuberant tastes of young- 
sters between 12 and 18. Pangburn 
introduced them in September, 1952, 
sold over 344 million packages by mid- 
December. Some dealers (mostly re- 
tail druggists) reordered several 
times. Repeat orders often tripled 
the original order. 

Each of eight “Teen-Age” (5-oz. 
or a fraction under) retails for 50 
cents, contains one of the varieties of 
high-grade chocolates found in a full 
size gift box. There’s just enough for 
a one-couple date—usually about 12 
big chocolates. The package ends the 
troubles of the youth who complained 
that ‘“‘a guy hates to bust his budget 
for a big box of candy another feller 
will finish up the next night.” 

Fight “Teen” package designs 
show teen-age delights: dances, TV, 
football games—even hot rod driv- 
ing. Original designs were executed 
by Dick Dickinson. Charles Beale 
Associates Art Studios, Dallas, under 
direction of “Bill” Jary, William 
E. Jary, Co., Ft. Worth advertising 
agency. Dickinson specializes in teen- 
age drawings. 

Pangburn introduced the new pack- 
ages with pennants which look like 
blue jeans and shirts, had retail drug 
dealers string them on wires—with 
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SO PUT IT IN 


PUT YOUR SALES MESSAGE IN |) 
BOTH MEMPHIS NEWSPAPERS 


Nothing lower case about the 


Memphis Market—it's all CAPS. 


CAPS AND RESULTS 
GO HAND IN HAND 


FOR RESULTS! 


FOR THE COMMERCIAL APPEAL 


FOR THE PRESS SCIMITAR 


BIG MARKET—BIG SALES. SO USE BOTH THE COM- 
MERCIAL APPEAL AND THE PRESS-SCIMITAR TO 
COVER THE MEMPHIS MARKET AND THE 62 CITIES 
IN THE CAPS TRADE AREA. 


FOR MORE THAN 85%, of our national advertising is 
placed in our optional daily combination. CAPS for CAPI- 
TAL RESULTS ... and you can save real money by taking 
advantage of this optional daily combination rate of onl 
70c per line. CAP the Metropolitan Memphis Market with 
the South's Greatest Sunday Newspaper . . . The Commer- 
cial-Appeal. 245,581 (ABC) Sunday Circulation. 


&, , =| 
THE —_— Bcc s” MEMPHIS PE = a = 


SCRIPPS-HOWARD NEWSPAPERS 7 
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The Perfect Easels 
For Group Meetings 


<_ 

DUAL PURPOSE 
PORTABLE 
EASEL—D 314 


All aluminum. For 
turn-over charts or 
cardboard charts of 
almost any size at 
4 different heights. 
Folds smail for stor- 
age or carrying. 


ALL PURPOSE 
PORTABLE 
EASEL—A 302 


Designed for use 
with the large paper 
stock. Also ideal for 
pads — which we 
cardboard charts or 
turn-over charts. All 
aluminum. Folds 
small in a jiffy for 


easy storage. 
68 Jackson St. 


ORAVISUAL C0., Inc. Stamford, Conn. 


Write us for descriptive literature. 


No. 4 in a Series 


SO"000"*000 


Vwi hla 
ARE A LOT OF MILES 


And... it’s door-to- 
door, shore-to-shore. 
That means a wealth 
of experience in mov- 
ing people everywhere. 


All... this experience 

is at your service, your removal, 
whether it’s across the street or 
across the nation, will be made 
safely, and quickly. 

Yes Sir.. 


service, 


. for the best in moving 
contact your nearest Na- 
tional office or agent—refer to yel- 
low pages of your telephone book. 


GENCY or 
wide A CANiz, 
so" To, 
wh IN 


SAN F 


NATIONAL VAN L 


SACRAMENTO WASHINGTON, D. 
LOS ANGELES DALLAS 
x 


Exec. Offices: 2431 Irving Park Road. Chicago I11. 
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Checolate Covered 


PECANS 


MOREOHENTS PURE sak 


ENOUGH FOR TWO ONLY! A guy who digs up allowance money to buy sugar for 
his gal wants just enough candy to last the evening—so his rival won't get what's 
left over tomorrow night. Typical of Pangburn's packaging and pricing imagination. 


ECSTATIC CUVENIL= EGOTIST can easily impress out-of-state girl friends with 


"Texas" 


candy theme. This is part of the packaging psychology that has helped Pang- 


burn up chocolate cardy sales volume from $650,000 in 1939 to $3!/2 million annually. 


clothespins. Display materials include 
floor easels, counter cards, and win- 
dow streamers which illustrate, in 
lively design, the slogan: “It’s fun to 
be ‘Teen-Age today.”’ Dealers received 
all introductory sales aids without 
charge. (Pangburn spends a_ heavy 
slice of its advertising funds for point- 
of-purchase material.) 

Direct-to-dealer advertising force- 
fully told the story of the new pack- 
ages. A caption on one piece reads: 
“If You Want the ‘Teen-Age Busi- 
ness—you gotta go Teen-Age!” 

Dealers learn important market 
facts from a promotional brochure 
signed by Pangburn’s president. It 
tells them: 

America’s 15 million teen-agers 
represent one-tenth of the 
population. The Teen packages suit 
their busy social activities, wants: 
Drug and department store dealers 
won't have to let a vast market tramp 
through their stores unsold. 

Teen-agers buy wants, not needs 

and they want the best, in choco- 
lates as in everything else. 


nation’s 


customers today 
will head families tomorrow. 

Teen-agers influence powerfully 
the buying habits of adults in their 
homes. 

Pangburn believes that to get 
“teen” business you must talk “teen” 
language. So the company has put a 
‘“’Teen-Talk and College Slanguage” 
booklet in each package for the 
young’uns. “We've gathered phrases 
from all over the nation,” says Pang- 
burn’s Sales Manager Warren Lee, 
“and spent a good deal of money on 
research to insure authenticity.” 

The Teen packages—just the right 
size to slip in a pocket or toss on a car 
seat—go along with a couple on a 
jalopy ride or movie date, to football 
games or TV parties. Adults pick 
them up from a drug store counter. 
‘They're a good surprize gift from the 
husband who watches his pocket 
change, for a hostess, for anyone who 
wants quality chocolate in small quan- 
tity. A new customer who tastes 
Pangburn’s rich fruit, nut, cream, or 
caramel centers and heavy chocolate 


‘Teen-agers 
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PRACTICAL 
BUILDER 


The less swivel the less drivel! That, we feel, is a basic concept 
in editing a business publication. It is a yardstick 
that is applied to practical builder day in and day out. 
You can’t sit in your chair and see| what’s going on around the corner. 


It’s easy to“sit pretty”| and dispense glamour 


that hides a poverty of ideas. | It’s hard to get down to earth 


and dig up practical material that| gives the reader what he wants... 


and gives the advertiser | what he wants: the most 


favorable climate for the sale of | his product. In PB you get both! 


} 
| 
| 
| 


Advertiser-response depends on 
reader-response. Not so long ago the 
editors of Practical Builder 

offered a reprint of a PB series on 


Motels and Resorts. Result ? AS of the light 


We received 3953 requests. Proof positive 


that PB readers believe and act on i| construction industry 
everything that appears in its pages! i} 


© iNOUSTRIAL PUBLICATIONS, INC., CHICAGO 3 


Unusual Care... 


Bootsie, a Pasadena mother cat 
currently weaning four kittens, 
welcomes baby mouse at 
“faucet,”” and adopts it into 
family 


for Unusual Care on Long-Distance Moves 


Go the MAYFLOWER Way! 


> When a family has to move its treasured possessions hundreds of miles 
away, they deserve “unusual care.” That means extra protection, extra at- 
tention to every detail. And that’s where Mayflower Service really shines, 
because extra precautions and refinements are standard practice. Take, for 
example, the Mayflower men who perform 
the service. Before they are even accepted for 
training they must first survive thorough-go- 
ing scientific tests to judge their mental and 
physical fitness for the important job they'll 
have to do. That’s the kind of careful plan- 
ning that makes every phase of Mayflower 
Service safer and easier for your personnel 
Peuaaiethin Wahous tehcer ties ieee transfers. Your local Mayflower represent- 
Acuity Test devised by Purdue University ative will be glad to arrange it for you! 


AERO MAYFLOWER TRANSIT COMPANY - Indianapolis 


Mayflower's organization of selected warehouse agents provides on-the-spot 
representation at the most points in the United States and Canada. Your local 
Mayflower agent ts listed in the classified section of your telephone directory. 


NATION-WIDE FURNITURE MOVERS 


coatings in a Teen package often 
buys the full-size gift box later. 

Pangburn’s sales records show that 
the “Teen-Ace”’ package has rocketed 
to success. Unit sales top those of 
any other package launched during 
the firm’s 38-year history. 

The package for juveniles isn’t 
Pangburn’s first attempt to corner 
extra sales through the small-box 
market. The company put five “Take 
Home” packages in stares in 1946. 
They contain the best chocolates in 
f- to 12-0z. boxes and retail between 
60 cents and $1.19 a box. 


Plutocratic Packaging 


Standout success in this line: the 
“MiillionaireS from Texas” package. 
Introduced when national magazines 
vied with each other to run articles 
ahout Texas wealth, the flat, gold- 
color box emphasizes the slogan: “If 
you were a millionaire you couldn't 
buy finer candy.” On the lid is a 
cowboy, authentically garbed, who 
lassoes the nare “Millionaire$ from 
Texas.”” Two of the chocolates are 
illustrated in natural rich brown; 
one is cut to show its yum-yum center. 
Copy on the back, tells the customer 
that the candy inside is ‘freshly 
shelled ‘Texas pecans in creamy, 
butter-rich caramel . . . generously en- 
robed in Pangburn’s own delicious 
milk chocolate. Truly a treat for a 
millionaire.” 

One plane of the package shows a 
‘Texas plutocrat clad in cowboy boots, 
10-gallon hat, sporting a diamond 
stickpin. He stands astride a map of 
the state studded with gusher oil 
wells, cattle, piles of coins. 

The ‘“Millionaire$” 9-02. box 
(price $1) outsells the 6-0z. package 
which retails for 69 cents. 

Pangburn’s sales volume now ex- 
ceeds $31% million anually—upped 
from about $650,000 in 1939. Active 
sales promotion—especially new pack- 
age designs—has played an important 
part in this increase. Pangburn sales- 
men take orders for boxed chocolates 
from retail drug and some depart- 
ment stores in 32 states. Dollar-wise, 
about 700% of the company’s sales are 
represented by one-, 2-Ib., or larger 
units. But small packages show a 
steady increase of “extra’”’ sales. 

Pangburn makes quality candies 
only, puts them in original and lux- 
urious packages. Says Sales Mana- 
ger Lee: “We do not use peanuts, 
marshmallows, or centers of that sort. 
These are tasty and wholesome in- 
gredients of many good candies, but 
for 38 years, Pangburn has been 
educating the public to expect, in a 
Pangburn box, such costlier ingre- 
dients as almonds, native ‘Texas 
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pecans, cashews, filberts, pineapple A. B. Clow, Executive Director 
and other fine candied fruits—plus | LEDERLE LABORATORIES DIV 
heavy chocolate coatings and creams . 
of fresh fruits rather than extracts.” American Cyanamid Company says: 

All packaging is done in Pang- 
burn’s plant. Volume box purchasing 


o 
keeps costs at a minimum. The custo- Speed plus savings 


mer usually pays no more even for 


elaborate packages, says Lee. A few | [Makes sense with Lederle- 


de luxe containers are a trifle high- 


er in price in proportion to contents that’s why we ship 


weight. The outside of each box is 
labeled so customers can tell what 
thev’re buving, and how much. 

Pangburn puts the Old West 
spirit into its package designs. The 
Round-Up box—a_best-seller—illus- 
trates a lariat, authentic cattle brands, 
tells prospective purchasers that it 


LEDERLE REALLY ANSWERED 
OUR S.0.S. FOR THEIR NEW : LEDERLE HAS FOUND 

2 : ‘_ ‘ ; “WONDER DRUG,” IF IT’S AN OUT THAT AIR FREIGHT 
contains a “round-up of choice pieces AUREOMYCIN. EMERGENCY WE'RE IS AS FAST AS AIR EXPRESS 
from Pangburn’s best packages.” 


eS AND UMPTEEN 
Other boxes: the “Ranch Rhythm ( = TIMES CHEAPER! 
and ‘‘Westerner.” 


Western Emphasis 


Counter cards give a_ western 
twist to the romance-of-giving-candy- 
theme. One display piece shows a 
guitar-strumming, long-shanked cow- 
puncher perched atop a moonlit cor- 
ral fence, serenading a glamor gal 
who wears a 10-gallon hat, shorts 
such as the Old West never saw. 

Pangburn puts the western emp- 


hasis into the packages, not the candy. 5 oy 


NO WONDER SO MANY BIG \ 4 RIGHT. SPEED PLUS 
FIRMS USE THE TIGERS m= SAVINGS MAKES 


nated in 1914, have a less delicate REGULARLY, SENSE WITH LEDERLE 
look than most chocolates but the . ‘ —AND EVERY 


company’s line does not include west- ——— WWiljdy MO SHIPPER. 


Its “ruff dip” milk chocolates, origi- 


ern ‘“‘novelties.”” Packages contain 
high-grade Pangburn chocolates. 

Pangburn Co., Inc., maker of fine 
boxed chocolates since 1914, grew 
from a small retail store. 

Founder Hugh Pangburn’s confec- 
tionery-drug shop was a favorite eat- 
ing spot in earlier Fort Worth, Tex. 
People liked the ice cream and candy 
he made there. 

So did the Army. During World 
War I. officers asked him to supply 
nearby Camp Bowie. Pangburn said 
he couldn’t finance equipment for such 
a large-scale operation. But the Army 
wanted his ice cream, and helped him 


expand plant capacity. The first year : 
he netted $40,000. | en 
When Pangburn died in 1928, | CONNECTING ROUTE «seen 
I. C. Parker became sales manager. 
He traveled witk Pangburn  sales- 
men, studied the firm’s sales opera , Na 
tions. His _ sales-building onda aon FLYING TIGERS... ANOTHES BUSINESS Buitr 
brought him the company presidency 
20 years later. 
Five years ago, Pangburn sold its 
ice cream interests in order to con- 
centrate on candy production. Today 
annual sales volume betters $31% | z 
aa a OFFICES IN PRINCIPAL CITIES + GENERAL OFFICES: LOCKHEED AIR TERMINAL, BURBANK 8, CALIFORNIA + CABLE: FLYTIGER 


Write for “THE AIR FREIGHT WAY TO 
LOWER COSTS AND BETTER SERVICE” 
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DurREz Piastics & CHEMICALS, INC 
NORTH TONAWANDA, NEW YORK 


DUREZ) 


December 15, 1952 


Ngai pee 
va 77} 7 . Ut C7 as 
NEWS & WORLD REPORT 


C. A. Building 
New York 20, New York 


Dear Mr. Cornwell: 


In the sale of phenolics, resins and molding compounds, 
it is important that we secure the interest of those men 
in industry who seek to improve what they have, men who 
are of sufficient status to make decisions. 


To accomplish our purpose in this phase of securing out- 
for our products, and new business in fields where 


big hasn't been worked out or perfected, 


Adver sing 


HSS : BF 
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H S SPENCER, ADVERTISING MANAGER 
DUREZ PLASTICS & CHEMICALS, INC., SAYS 


“... We secure the interest 
of those men in industry who seek 
to improve what they have, 

men who are of sufficient status to 
make decisions.” 


tells how 
“U.S. News & World Report” produces 


DUREZ PLASTICS discovered coverage of their market—yes! 


They found decision action too, from people with the ability and 
authority to order! You'll find the same action when you 

advertise in ““U.S. News & World Report,” whether you’re selling a 
better way of getting things done in the plant or office, 


or finer products for high-income homes and families. 


A MARKET NOT DUPLICATED BY ANY OTHER NEWS MAGAZINE 


/ of sales action like this, from 46 other 
advertisers with varied products and services for 
business and family use, gladly sent upon request 
Ask for ‘““The SUPER Survey.” 


Advertising Offices 


30 ROCKEFELLER PLAZA 
NEW YORK 20, N.Y. 


BOSTON « PHILADELPHIA 
WASHINGTON « DETROIT 
CLEVELAND « CHICAGO 
SAN FRANCISCO 


| peOpLE oo got sings done 


f cuRRENT NET PAID CIRCULATION 
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People and their Ideas 


GADE 


George A. Gade has been made v-p 
of sales, Standard Pressed Steel Co. 
..» New manager, Magazine Adver- 
tising Bureau of Canada is David S. 
Cotton Election of William L. 
Sims, Il as president of the new Col- 
gate-Palmolive International has been 
announced New gsm, Quaker 
Rubber Corp., is J. R. Alexander . . . 
Frank White is National Broadcast- 
ing Company’s new president 
Macfadden Publications has named 
Lee Andrews advertising director, 
The True Story Women’s Group... 
Franklin T. Grimes is new sales man- 
ager, Kitchen Cabinet Division, Mur- 
ray Corporation of America... New 
gsm, Russell & Erwin Division, ‘The 
American Hardware Corp., is Robert 
M. Tucker .. . D. M. Gray is new 
s.m., Hallmark Greeting Card Co. 


COLE 


Edward E. Cole has been named gsm 
of Southern Biscuit Co. He'll be in 
charge of advertising as well as sales. 


60 


"If The Shoe Fits .. ." 


The truth, the whole truth and noth- 
ing but, was spoken by Arthur D. 
Schulte, president, Park & ‘Tilford, 
at a company dinner when he said: 
“In competitive times like these, the 
salesman who has no more to offer 
than a hale-fellow, well-met approach 
and a wobbly sales talk is bound to 
fail. It is vital today for a salesman to 
arm himself with as much knowledge 
about his products as possible. The 
reason some men adopt slap-on-the- 
back salesmanship is that they don’t 
know the facts about the products 
they are selling, so they stay away 
from facts. Yet these very facts are 
what the dealer needs in order to sell 
your products to his customers.” 


A Jog In Time 


Helen Valentine, Charm’s editor, told 
the boys of the National Retail Dry 
Goods Association—and in succinct 
language: ‘You say ‘business is hard 
Well, why should it be so 
dificult to do business today when 
employment is at its peak, when sala- 
ries, deposits . . . are all at an all-time 
high .. . when America, for the first 
time in history, comprises one vast 
middle class, with an unprecedented 
demand for better homes and clothes 

a fuller, richer life . and a 
standard of living that could, if prop- 
erly exploited, mean big business fo: 
everyone ... Could it be that you’re 
just trying to woo the wrong people ?”’ 


to get. 


Men Needed 


Du Pont’s president, Crawford H. 
Greenewalt, who is getting slightly 
tamous for taking long looks at big 
problems both within and without 
his company, recently took one at the 
problem of finding managerial talent 
to keep America’s wheels turning. At 
the Annual Forecasting Conference, 
Greater Philadelphia Chamber of 
Commerce, he said: “The need fo: 
competent people is increasing by 
leaps and bounds as our population 
grows and as the number of our co- 
operative ventures increases. It is a 
never-ending game of hide and seek 
—this question of finding competent 
leadership for government, for educa- 
tion, for our armies, for the arts and 
for business and industry. All are 
seeking, all are competing—for in no 
age has the supply ever been too 
large. Business management is a rela- 


tive newcomer to the field—all the 
others are much older and have per- 
haps more to offer in terms of pres- 
tige. The most powerful inducement 
business has to offer is financial and 
it is this that is now being drastically 
reduced in importance.” 


A fourth-generation member of a pio- 
neer American plate glass family has 
been elected executive v-p of Libbey- 
Owens-Ford Glass Co. He’s George 
P. MacNichol, Jr., former v-p in 


charge of sales. 


WALTER 


W. C. (Bill) Walter has been named 
gsm, Norge Heat Division, Borg- 
Warner Corp. . . . Fritz Degener is 
the new gsm, Heyden Chemical Corp. 
. . . Appointment of W. F. Wright- 
nour as assistant to the v-p and gen- 
eral manager, Tire Division, United 
States Rubber Co., has been an- 
nounced .. . William A. Rosen is the 
new v-p and director of advertising, 
Pines Publications, Inc. 


DONOVAN 


James D. Donovan has been appointed 
gsm in charge of domestic sales of 
Underwood Corp. 
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Do Your Letters Have That 


BXKCUTIVE* 
APPEARANCE ? 


Making an excellent impression is, 


of course, part of any executive's 
job. Helping you do just that with 
every letter you send out is the par- 
ticular function of the IBM Electric 


Executive* Typewriter. 


It's not only the distinctive type faces 
from which you can choose; it's the 
Spacing of each character in every 
word and line that gives your letters 


that "Executive appearance." 


Next time you receive a letter typed, 
on an IBM Executive Typewriter, 
compare it with others in the same 
mail. Better yet, telephone or write 
the nearest IBM office today, or mail 
the coupon below. We'll be glad to 
show you the difference an IBM Ex- 
ecutive can make in helping you make 


the best impression. 


IBM, Dept. SS 
590 Madison Ave., New York 22, N.Y,, 


00 I'd like to see the 
IBM Electric Executive Typewriter, 


(0 Please send brochure. 


icy Typounitins 


INTERNATIONAL BUSINESS MACHINES 


*TRADE MARKS 
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what is good 
catalog coverage 
in your markets ? 


Are you sure your catalog 


very worthwhile prospects? » | P L 


isn’t missing many 


ett 
3 ME F 


Is it wasted on many 


who aren’t worth covering? 


How do you rate prospect companies? 
(a) by what they make. 

(b) by number of employees. 

(¢) by power produced or consumed. 
(d) by capitalization. 


It takes a tremendous amount of research, double- 
checking, and field interviews to make sure that the com- 
panies are worthwhile, to uncover the right people in the 
right offices . . . and to keep this information up to date. Few 
marketers would care to foot the total bill for doing this as 


thoroughly as Sweet’s does it. (Over a quarter of a million 
dollars annually.) 


That’s why 1,480 industrial marketers came to Sweet’s last 


be: 4 
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Prod. Dept. 


Maint. Dept. | 
Eng. Dept. | 
Purch. Dept 


Are you able to determine which of Can you find out exactly which people 
the offices in these companies have the in the right offices in the right 
greatest functional interest in each of companies have the most need for 
your products? your catalog? 


year for help on the improvement of their catalog coverage 
pattern in five markets: Product Engineering, Plant Engi- 
neering, General Construction, Industrial Construction, 
Light Construction. 


The Sweet's man in your locality will be glad to show you 
how other industrial marketers use Sweet's facilities to be 
sure they get complete catalog coverage of the companies, 
the offices and the men who count. 


designers, prod s and distributors of manufacturers’ market-specialized catalogs 
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lighter, the capsule obligingly reseals 
itself (if puncture was made with 
pin) and will not leak. The fluid 
does not evaporate. Each capsule 
holds enough to fill average lighter 
about 1% times. 

The Dryco Co., Dallas — owner, 
Sterling Harris —has been selling 
these pocket-size capsules of lighter 
fluid, for only a little over 4 years. 


L I GH T E R F L Ul D But the idea apparently originated 


nny o flame ot conse some 14 years ago in the British Isles, 
CAN NOT EVAPORATE where 75% of all lighter fluid is sold 
ODORLESS +» SMOKELESS in similar capsules. Some of Sterling 
LONGER LASTING! eee Harris’ friends in the service, return- 
LABORATORY DEVELOPED ay ing to America after World War II, 
ot fest Kisulls we Dayo Jloril Ticupesie showed him capsules of lighter fluid 


eas they’d bought in Britain. Harris at 


SAMPLE CARD: Sterling Harris gives four capsules and a display card to skeptical 


dealers. Then he suggasts they try the capsule idea on themselves and their customers. 


Why Didn't Some One 
Think of This Before ? 


Dryco turns a nuisance into a convenience with a leakproof 


capsule of lighter fluid you buy most anywhere and which 


you can carry in your pocket. A General Foods salesman 
picks up an idea from a Gl, and builds a business. 


Cigarette lighter fluid used to be 
like an umbrella — always at home 
when you needed it. Who wanted to 
lug around a can or bottle of the 
stuff? 

Now you can buy small gelatine 
capsules of Dryco Jet Lighter Fuel 
for a nickel apiece at a hotel cigar 
counter, a drugstore, grocery or other 
retail store. (Or if you can’t, it’s 
only because this new product doesn’t 
yet have distribution in your town.) 
You slip a capsule or two into your 
pocket or the glove compartment of 
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your car, for a handy refill any time, 
anywhere. A woman carries the cap- 
sules where she carries everything 
else: in her purse, 

There’s no danger of leakage or 
breaking: these patented gelatine con- 
tainers are firmly sealed, and so tough 
you could almost stand on ’em with- 
out damage. But when you want to 
open the capsule, its small end 
(shaped like a teat) is easily punc- 
tured with a pin or knife point. 
When you've squeezed the necessary 
amount of fluid into your cigarette 


once saw the big merchandising pos- 
sibilities of this “convenience-to-the- 
customer” idea, and decided to turn 
a “nuisance” into a business. 

After 19 years in the sales depart- 
ment of General Foods Sales Co., 
Sterling Harris bought the little 
Dryco Co. and set up in business for 
himself in April, 1948. Dryco had 
been selling only one item: metal 
flint containers for cigarette lighters. 
But Harris had his plans—and one 
of them concerned lighter fluid sold 
in pocket-size capsules, British style. 
He began to sell Dryco Jet Lighter 
Fuel—capsules of lighter fluid—late 
in 1948. 


Distribution Growing 


Today, around 100,000 capsules 
go out of the Dryco plant each month. 
Distribution, through jobbers, is: still 
primarily in the South and West, but 
also includes the states of Washing- 
ton, Oregon, California, and the city 
of Chicago. 

Capsules are introduced to the re- 
tail customer by means of a counter 
card graphically illustrating their 
convenience and ease of use, The cus- 
tomer who buys one 5-cent capsule 
is pretty certain to come back for 
more. 

“Our biggest sales problem is new- 
ness of the product,” says Sterling 
Harris. ‘“To help overcome this we 
give our jobbers ‘free’ cards of 4 cap- 
sules, to be given to dealers who order 
any other Dryco products—cigarette 
lighters, flints and wicks for lighters. 
After he has tested customer reaction 
with this free card of 4—and has 
tried the product for himself —a 
dealer often orders Dryco Jet Lighter 
Fuel capsules through the jobber.”’ 

The company sells jobbers a card 
of 24 capsules for 60c, a box of 72 
for $1.75. By jobber and dealer agree- 
ment, capsules must always retail at 
Sc each. 
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Natural Overcoat 


Many products of industry, like those of nature, require tough pro- 

tective coatings. Makers of these materials are in a competitive field These Advertisers of Protective Coatings and 
where efficient, economical selling tools often mean the difference Finishes Are Reaching Many of Their Important 
between profit and loss. Significantly, Business Week is one of the Markets Through Business Week 


preferred advertising mediums for this purpose. American Chemical Paint Company 


: is Angier C ti 
These manufacturers know that Business Week reaches a highly eT ee 

Atlas Powder Company 
Barreled Sunlight Paint Company 


or influence important buying decisions for their firms. Many of them Dearborn Chemical Company 


concentrated audience of Management Men... executives who make 


Dewey & Almy Chemical Company 
E. |. DuPont de Nemours & Company, Inc. (Finishes Div.) 
Business Week regularly carries more of this type of advertising Flintkote Company 


are buyers of protective coatings. 


than any other general business or news magazine. Advertisers to Nox-Rust Chemical Corporation 
, , Pittsburgh Coke & Chemical Company 
business and industry agree on this one fact Pundevels Clete Claes Combany 
Rust-Oleum Corporation 
Skybryte Company 
Sonneborn, L., Sons, Inc 
YOU ADVERTISE IN BUSINESS WEEK WHEN Steelcote Manufacturing Company 


YOU WANT TO INFLUENCE MANAGEMENT MEN , Steel Corporation (Coal Chemical Sales) 


BUSINESS WEEK : 


330 WEST 42ND STREET, NEW YORK 36, N.Y. 
A McGRAW-HILL PUBLICATION 


(advertiser, that is) 


You bet! It’s toothsome info to the General Advertiser to know 


how the retailer spends his ad dollars. Retailers know which new spaper 


in their market brings in the most customers. And that’s why 


General Advertisers cock a keen eye at Cincinnati department store 
figures. During 1952 the Cincinnati Times-Star carried 727,733 more 
lines of Retail Display than the other evening paper and 2,577,164 


more than the morning paper (and at a higher rate). 
’Smatter of fact, General Advertisers agree with Retail Advertisers 


to such an extent that the Times-Star has led all other Cincinnati 


dailies in both classifications for forty-five consecutive years. 


in cincinnati... it’s the TIME S-STAR 


WEW YORK 17: 60 E. 42nd St.; CHICAGO 1: 228 WN. LaSalle St.; WEST COAST: John E. Lutz Co., 435 N. Michigan Ave., Chicago 11 f_ OF 
LEADERS MIP 
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Windows like this help show 


How to Ring Fresh Change 
On an Old Sales Theme 


American Gas Association's Annual Old Stove Roundup 
has been roping old stoves and selling new gas ranges 
for years. Here's how Southern Union took the 1952 
affair by the horns, upped gas range sales by 112%. 


Based on an interview by Mary K. Pirie with 


ALLEN D. SCHRODT, 


Sales Co-ordinator, Southern Union Gas Co. 


American Gas Association, in co- 
operation with gas companies, gas ap- 
pliance dealers and manufacturers, 
has successfully sponsored the annual 
Old Stove Roundup for umpteen 
vears. But in 1952, Southern Union 
Gas Co., Dallas, added new tie-in 
features, made the Roundup dis- 
tinctly an SUGC event. 

Southern Union, serving towns in 
Arizona, New Mexico, Colorado and 
parts of Texas, lassoed an unusual 
number of old gas stoves that were 
heading down the trail to the junk 
dealers, and sold new gas ranges 
through intensive local promotion. 
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To AGA’s national theme, “Trade 
in your old stove on a new one,” 
Southern Union added a special fea 
ture of its own. In each of 32 towns, 
SUGC sponsored an Oldest Stove 
Contest for owners of old cookstoves 
(any fuel) which were still in use. 
All an entrant needed to do was fill 
out a registration blank, giving make, 
model and serial number of her pres- 
ent range, and her name, address, 
telephone number. She could register 
with any cooperating dealer, or with 
SUGC’s own sales office. 

SUGC merchandised the Roundup 
sales campaign intensively to (1) its 


own local managers and salesmen in 
towns where SUGC maintains selling 
floors for gas appliances, and (2) to 
gas appliance dealers throughout the 
area served by SUGC. Cooperating 
with the company were 225 dealers 

90% of the total in SUGC territory. 

Stoves were sold through SUGC’s 
local sales offices, or through indepen- 
dent retail stores handling gas appli- 
ances. But it was all good for the 
business of Southern Union. ‘A new, 
up-to-date gas range means a satisfied 
gas consumer,” says Sales Co-ordi- 
nator Allen D. Schrodt. “An old, 
worn out gas stove may make the con- 
sumer dissatisfied, may lead to re 
placement by a range which doesn’t 
use gas. Our own sales offices are 
operated primarily to promote the 
consumption of gas.” 

In each town, the owner of oldest 
cookstove still in use, was awarded 
a new, modern, automatic gas range- 
any make she chose, either at the store 
of a dealer participating in contest, o1 
on SUGC’s own sales floor. South- 
ern Union paid for all 32 prize 
ranges. If a contest winner got her 
stove from a dealer, SUGC gave him 
its cost price so he wouldn’t be out 
a penny—but so far as the customer 
was concerned, the dealer awarded 
the prize. SUGC provided dealers 
with registration blanks and counter 
cards, free of charge. 

In every town, SUGC ran news- 
paper and radio advertising on the 
contest as a feature of the Old Stove 
Roundup. Dealers were encouraged 
to run their own tie-in ads, and 
usually did. 

Advertising stressed the contest’s 
simplicity—‘‘No puzzles to work! No 
slogans to write!’”—and brought a 
heavy registration of entrants. At 
dealers’ stores and in SUGC sales of- 
fices, thousands of women registered 
as owning cookstoves so old they 
should be retired from service. Ob- 
viously, these women were excellent 
prospects for sales of new gas ranges. 
SUGC urged dealers, and its own 
salesmen, to follow up actively with 
house calls) When a woman regis- 
tered, a salesman might tactfully of 
fer to come to her home and help se 
cure the serial number of her old 
stove. If she accepted, he had an ex 
cellent opportunity to sell her on new 
gas equipment. 

Contest registration considerably 
increased floor traffic, and salesmen, 
alerted to the contest’s sales possibili- 
ties by intensive merchandising from 
SUGC’s home office, often managed 
to show new gas ranges before en 
trants got away. After seeing the 
new ranges and listening to a good 
sales talk, a woman often decided to 
trade in her old stove on a new one. 
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STUDY: A study of the market indicated a decided trend 
toward home painting by the home owner. It followed that there 
was a high dollar volume for this quality product. 


SOLUTION: 


A combination working model 
and visual presentation was 
designed to convey the market 
picture, product features and 
benefits to distributor manage- 
ment and to train company 
salesmen. 

A selling folder was then pre- 
pared with which distributor 
salesmen could tell the product 
and volume story to the retail 
outlets. This folder was also 
used as a direct mail piece to 
retailers. 


RESULTS: Management states, 
“We estimate that with these 
visual selling tools our sales 
were 60° > over what was ex- 
pected.” 


This is a typical example of Hile-Damroth’s complete sales 
promotion and sales training service — from the analysis of 
the problem to the design and production of all visual methods. 
Illustrated literature on your request. 


Serving American Industry 


HILE-DAMROTH, INC. 
320 Broadway, New York 7, New York 


(In case she later won the Oldest 
Stove contest for her town, purchase 
price of her new range was re- 
funded. ) 

AGA’s 1952 Old Stove Roundup 
included the months of September, 
October, November; but for local- 
level promotion Southern Union 
chose Oct. 6 to Nov. 15. “We felt 
better results could be achieved from 
six weeks of intensive sales effort, 
than from a longer period of slacken- 
ing interest,” comments Schrodt. 

SUGC spent much time, money 
and effort to help dealers sell gas 
ranges. “Whether a customer buys 
from us or from a dealer, she’s going 
to use gas,” says Schrodt. 

At least 30 days before SUGC’s 
Roundup promotion began, in each 
town Southern Union held a dinner 
meeting for dealers and dealer sales- 
men, to introduce the campaign and 
solicit cooperation. Later, in larger 
towns SUGC held dealer kick-off 
meetings—often a breakfast on open- 
ing day of Roundup. At Austin, 
Texas, as one feature of such a break- 
fast, 120 dealers and salesmen saw a 
gas range manufacturer dramatically 
demonstrate the advantages of ‘‘cook- 
ing with gas.” 


What Kit Contains 


SUGC distributed to dealers a 
batch of promotional material in 
AGA’s big, colorful folder titled, 
“Ttr’s Old Stove Roundup ‘Time 
Again!” The material: 

1. Sample registration blank for 
SUGC’s Oldest Stove contest. 

2. A small AGA folder telling 
dealers about AGA’s Roundup point- 
of-purchase display kit containing 
banners, window displays, pennants, 
counter cards; and, for floor display, 
a lifesize, standing cowboy figure. 

3. AGA material telling dealers 
about AGA’s 4-color cook book, 
“Food Is Fun,” available to dealers 
at 10c for customer giveaways. 
(“Food Is Fun” is so designed that 
the housewife, on opening it for any 
recipe, finds on opposite page a sales 
story about the particular part of a 
new, modern gas range which is used 
to cook that recipe.) 

4. AGA material promoting other 
inexpensive giveaways to be used 
during Roundup. 

SUGC enclosed a letter to the 
dealer, summarizing Roundup sales 
possibilities, telling him about 
SUGC’s Oldest Stove contest and 
forthcoming advertising. This letter 
ended: “‘A lot of stray prospects are 
going to be roped, tied, and branded 
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during the days just ahead. Get your 
iron hot and let’s ride, pardner!” 

All 225 cooperating dealers bought 
AGA display kits through SUGC. 
Periodically throughout the Roundup, 
most dealers ran their own newspaper 
advertisements. 

Southern Union Gas, with more 
than 20 cooperating dealers and The 
Austin American, sponsored a 10- 
page, “Old Stove Roundup” section 
of that newspaper. Cover page an- 
nounced “Old Stove Roundup, Oct. 
6 to Nov. 15,” and showed a decrepit 
cookstove. Purposefully approaching 
it was a cowboy with branding iron 
in the form of a big $ mark, to rep- 
resent the money value of an old 
stove as trade-in allowance on a new 
one, 


Cooperation with Punch 


If a housewife opened her Austin 
A merican on Oct. 6, she couldn’t miss 
the Old Stove Roundup section. 

Its second page was an SUGC ad- 
vertisement headed: 


Wanted 
Old Stove 
RUSTLERS 
Ride herd on your old stove during 
The Old Stove Roundup 
Swap the critter for a modern 
Automatic GAS Range 
Liberal trade-in allowance 
during the city-wide Roundup 


The lower half of this full page ad- 
vertised SUGC’s Oldest Stove con- 
test. 

The other eight pages of special 
section were taken up by Roundup 
advertisements of Austin gas appli- 
ance dealers, stories about Roundup 
and contest, and articles which ex- 
plained the convenience and cooking 
eficiency of new, automatic gas 
ranges in various makes and told at 
which stores the different makes could 
be found. 

A big factor in securing dealer co- 
operation in the Roundup’ was 
Southern Union's — service _ policy. 
“Any service available to an SUGC 
retail customer, is always available 
to any customer of a gas appliance 
dealer in the same town,” says 
Schrodt. “During the Roundup, we 
urged dealers to stage store demon- 
strations showing the advantages of 
cooking with modern gas ranges— 
and offered, where necessary, to run 
extra gas outlets in the dealer’s store 
without charge. In towns having 
SUGC home service representatives, 
we offered them to the dealers for 
store demonstrations. “They made 
many calls upon dealers’ customers 
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Sales Contests Lagging? 


Give Travel Awards 
WV INSTEAD OF MERCHANDISE 
@”* HAPPINESS TOURS has the answer to your 


“award” problem. Everyone likes to travel—go places 

S and see things. What better awards could you give for 

your next contest or promotion than give trips or 

vacations to the winners? The pleasure, glamour, 

excitement of a tour will be remembered for years. The possibility 

of winning such a prize will add interest and enthusiasm that will 
amaze you. 


HAPPINESS TOURS win 


help you plan your “incentive” 
programs...custom-make 
them to your individual needs 
and budget...handle all the 
details... make all the arrange- 
ments for you...have the 
“know-how” that make their 
trips a lasting memory of pleas- 
ure—long to be enjoyed. 


TRIPS TO 
EVERYWHERE 
FOR SALES 
CONTEST PRIZES 
AT EVERY PRICE 


Let us send you the names of clients who use Travel Awards with 
| great success. Write today for complete information and “Contest 
Award” rates. Naturally, there is no obligation. 


ask about our 


SPECIAL 


| CLIP THIS COUPON 


{ TO YOUR LETTERHEAD AMERICA'S GREATEST TRAVEL VALUE 


Happiness Tours, Dept. 509 
6 East Monroe Street 
Chicago 3, Illinois 


Yes—lI'm interested in learning more abcut the Happiness Tours 
“Travel Award” Program. 
a 


Firm 


Address 


Were ee ee ee ee ee ee eee ee ee ee ee ee ee 


| 
| 
| 
l 
| 
| 
: Name. 
| 
| 
| 
I 
| 
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who had traded in their old stoves, 
and who appreciated help in getting 
the best cooking results from the new 
ranges.” 

During the Roundup many dealers 
took advantage of SUGC’s Dealer 
Financing Plan, which enables the 
dealer to offer his customers attrac- 
tively long terms on natural gas ap- 
pliance sales, and yet retain his work- 
ing capital through the sale of ap- 
pliance paper. During Oct. 6 
through Nov. 15, the company’s 
own local sales offices sold 849 gas 
ranges, averaging 142 per week, as 
against an average of only 67 per 
week during the 5 months immedi- 
ately preceding Roundup. This was 
a 112% sales increase. In SUGC lo- 
cal sales offices, the °52 Roundup 
showed a 49% increase over ’51 
Roundup. 


SUGC stimulated enthusiasm 
through: 


1. Asales contest for both salesmen 
and district managers; prizes, points 
representing merchandise which win- 
ners chose from a big Roundup prize 
catalog. 


2. A display contest for sm’s, with 


cash awards for the most eye-catching 
sales floor displays on Roundup theme. 
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The sales contest divided SUGC 
territory into nine districts. Every 
district was assigned a quota of ranges 
to be sold. Each salesman got award 
points for each range he sold during 
Oct. 6—Nov. 15; and there were 
bonus credits for the 10th, 20th and 
30th sales. In the district selling 
greatest percentage of quota, all sales- 
men received extra bonus credits, and 
small bonus credits went to salesmen 
in the two runner-up districts. 

Managers of the three winning dis- 
tricts received prizes, and all other 
dm’s got booby awards. Awards went 
to managers of the two districts mak- 
ing che best showing during first and 
second biweekly periods. 

In sales contests SUGC usually 
prefers to give prize points, accumula- 
tive for merchandise awards, rather 
than cash. “Because we buy merchan- 
dise at a discount, the salesman gets 
30% to 40% more for his efforts than 
the cash would buy,” Schrodt ex- 
plains. “Another advantage—a prize 
catalog showing many different types 
of quality merchandise, sent to a 
man’s home, gets his whole family 
interested in what he can win. Wife 
and youngsters become assistant sm’s, 
spurring him on to greater effort.” 

The display contest produced many 
arresting exhibits, in SUGC windows 


the New York station 


where listeners listen 


and sponsors sell...key 


station of MUTUAL 


Broadcasting System 


and on sales floors, Sm’s were encour- 
aged to show collections of old ranges 
traded in during the Roundup, along 
with lots of western atmosphere. The 
I] Paso office used three windows. 

Austin devised an interior display 
illustrating the difference between 
modern and old-time cooking. 

The winning display — Port Ar- 
thur’s — combined gas ranges with 
corral fence, saddles, cattle horns and 
all the paraphernalia of the Old West. 
Above the display, signs said: “Let 
Us Corral that Old Stove Now!” 
“Enjoy Complete Cooking Pleasure 
Now!” and “It’s Old Stove Roundup 
Time.” 

Contest displays did a fine job, not 
only of publicizing the Roundup, but 
also of “‘selling’’ modern gas cooking. 

The educational theme ran through 
all of SUGC’s intensive promotion 
of the AGA campaign. Besides actual 
sales of new ranges—each represent- 
ing a satisfied gas consumer for some 
years to come—many women learned 
the advantages of ‘cooking with 
gas.’ Undoubtedly, some who didn’t 
buy during the Roundup, will buy 
new gas ranges later. 


SUGC salesmen, and alert gas ap- 
pliance dealers, are still following up 
on prospect lists built by the Oldest 
Stove contest. 
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More advertisers place their confidence in WOR 


than in any other station in the country. 


And with good reason... 


WOR personalities have earned the confidence of 


the largest station audience in America— 


26,000,000 people in 14 states! 


WOR sells—everything from bread to bird seed— 


in the world’s most competitive market. 


That’s why more advertisers worry less—with WOR. 


Let us show how WOR can translate listener 


confidence into solid sales success for you. 


National Trial Offer 
Multiplies Sales 


Victor Adding's full-color national advertising produced a 


six percent increase in trial placements; sales rose, too. 


Product: Adding machine. 


Market: 


need them. 


Large. Mlost businesses 


Product appearance: lost un- 


olamorous. 


Merchandising problem: Whether 
consumers shop tor the product in 
manufacturer's dealer outlets, office 
equipment or stationery stores, they 
see only a box with a row of buttons. 
It doesn’t add up to much, decora- 
tively. They want to be shown hou 
it benefits them. 


Solution: Victor Adding Machine 
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Co., Chicago, found it. Free trials 
are old hat in the industry, but this 
company set a precedent when it 
kicked off a national trial offer pro 
gram with full-color advertisements 
in The Saturday Evening Post and 


Business Week. 


Results: Victor's 1952 sales volume 
was the company’s best, while the rest 
of the industry was off from ‘51. Av- 
erage trial placements were up 6% 
over the previous year (13% in some 
regions ). 

Prospects were impressed when 
salesmen visited them armed with 
offer-carrying copies of the Post. 
Businessmen responded warmly to a 


nation-wide trial offer, Mlany contacts 
agreed to placements. 

Salesmen gave brief instruction in 
operation of the adding machine to 
customers, talked up user-benefits, re- 
turned three to six days later to close 
sales, Undecided prospects kept the 
product a few davs longer; many be 
came buyers. 

A. F. Bakewell, Victor v-p and 
gsm, sees good times ahead for the 
adding machine industry. Expanding 
business, more complex tax records, 
have tripled the market for computers 
in the past 10 years, he points out. 
His company produced its millionth 
unit last December ; half of this figure 
has been notched since the end of 
World War II. 

National trial-offer advertising will 
continue. As a “calling card” for 
salesmen, it’s expected to increase $20) 
million in annual sales. Victor’s non- 
direct competitors are impressed; the 
firm has had many calls from office 
equipment manufacturers who want 
an assist in planning national trial 
placement advertisements. 

Bakewell believes that his firm can 
soon produce two million adding ma- 
chines if out-dated, inefficient equip- 
ment is replaced, and if the need and 
uses of adding machines are demon- 
strated to new users. 
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Bay City Tells All: Remodeling Spree 
To Open Huge New Markets 


A number of people, it appears, plan to re-build, refurbish, 
modernize, and generally change-about. Object: to make 


their living more convenient, more luxurious. The facts 
come from a saturation research project sponsored by 


Domestic Engineering magazine in a small city in Michigan. 


Based on an interview with 


GEORGE L. MILNE, 


Director of Marketing and Research, "Domestic Engineering" 


Despite a possible decline in new 
construction, has the sales potential 
in plumbing, heating and appliances 
been tapped? Domestic Engineering 
says “No!” and has the facts to back 
up its assertion. 

In a recent survey conducted by the 
magazine, it was discovered that the 
big future market for this equipment 
lies in the remodeling field — in the 
bathrooms, kitchens, laundries and 
heating plants of the nation’s aging 
homes and institutions. 

Under the direction of Dr. Charles 
I.. Allen, director of research for 
Northwestern University and nation- 
wide authority on consumer studies, a 
group of 40 interviewers, furnished 
with a 125-point questionnaire, spent 
a week talking to residents of 563 
homes, 50 institutions and 108 farms 
in Bay City, Mich., to determine the 
remodeling merchandise potential that 
exists today. Bay City was selected 
because it is a typical community in 
its latitude and presents a reasonably 
good cross-section of the nation in 
most respects. The segment of 563 
homes represents 3 1/3 of existing 
residential dwellings in the commun- 
ity, scientifically selected to cover all 
types and areas, 


Has Community Support 


Public support for the study was 
engendered by Bay City’s Mayor El- 
ford Cederberg, who proclaimed a 
community ‘Modernization Week” 
for the period during which the sur- 
vey was to be made. As far as Domes- 
tic Engineering knows, this is the 
first event of this type to occur. The 
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Bay City Times published a special 
16-page modernization section, and 
gave daily editorial coverage. Radio 
station WBCM devoted about 10 


hours of broadcast time to the project. 
Which Rooms First? 


The study uncovered many surpris- 
ing facts, especially about consumer 
buying intentions, and indicated that 
focal points for home durable goods 
sales are in the kitchen, bathroom and 
basement. 

For instance, it was found that 
21.5% of the families plan to remodel 
their kitchens within two years. 
Within the same period 21.8% plan 
new bathrooms, and 21% intend to 
modernize heating systems. 

In the appliance field, more than 
half plan to buy one or more major 
home appliances in the next two 
years, 

Postwar remodeling and the money 
spent for it were also studied. When 
questions concerning plans and esti- 
mates of expense were answered, it 
was disclosed that the potential is 
four times as great in the next two 
years as were sales in postwar years. 
There are indications that much re- 
modeling had been done at the home 
owner's initiative, rather than the 
contractor-dealer’s, the latter being 
too busy with new construction to 
concentrate on the modernization 
market. 

Of the homes studied, the survey 
reveals that 24.5% are more than 
50 years old, 9.7% are 41 to 50 and 
11.8 are 31 to 40 years old. 


Kitchen Potential: More than one- 


half who plan to modernize kitchens 
know how much they want to spend 
on the job, but 47.1% are vague 
about costs. Of the former, 14.1% 
plan to spend more than $1,000 and 
9.1% intend to pay $600 to $900. 
About a fourth hope to be within the 
$100 to $500 range, while 6.60 ex- 
pect no more than a $100 expendi- 
ture. 


What They Buy 


In addition to those who plan an 
extensive kitchen remodeling job are 
those who plan to purchase individual 
kitchen items—more than half of the 
home-owners visited by Domestic 
Engineering researchers. They intend 
to buy cabinets, base cabinets, refrig- 
erators, undersink cabinets, ranges, 
disposers, dishwashers and exhaust 
fans—in that order of need. Of the 
refrigerators in the homes, 34% are 
more than 10 years old, 31.60 gas 
ranges are equally old. 


Bathroom Potential: Need for ex- 
tra and improved bath facilities is 
well demonstrated, with 83.10 of 
the homes having only one bathroom 
and 1.8% no bathroom, but with ex- 
isting space for an extra bathroom in 
26.5% of them. A trend toward 
shower bathing is indicated by the 
fact that while only 32.1% have any 
shower facilities, nearly 20% plan to 
add them. 

Again, in addition to those who 
want to remodel the entire bathroom 
are those families who intend to buy 
needed individual items for this room. 
Need for these units runs in the order 
of better shower facilities, lavatories, 
toilets, tubs and tile. 


Utility Room Potential: Those who 
wish to improve laundry facilities 
present an interesting picture. Of this 
group, 11.8% want clothes dryers, 
11.40% automatic washers, 8.99% 
ironers, and 6.2% intend to buy new 
conventional washers. 

In the heating field (Bay City is 
typical of the northern section of the 
country.), the fact that 21% plan to 
modernize heating plants is borne out 
by Domestic Engineering interview- 
ers’ discovery that 30.9% of the 
homes still use hand-fired coal sys- 
tems. 
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whow the MONEY flows ! 


71% of the Plain Dealer’s daily circulation in Greater Cleveland 
reaches families that account for 73.9% of the city’s retail sales.* 

In addition to blanketing Cleveland’s effective buyers, the Plain Dealer 
advertiser gets a valuable bonus—dominant coverage of the 

rich 26-county adjacent area that constitutes the Plain Dealer's 
famous 2-in-1 market...both for one low cost. 


*Total Sales . $1,733,424,000 Drugs $56,838,000 
are 458,874,000 Furn.,Hsld.,Radio 85,680,000 


Gen. Mdse. . 263,872,000 (Figures —Sales Management Survey, 
May, 1952) 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 
Cresmer & Woodward, Inc., 
New York, Chicago, Detroit, San Francisco, Los Angeles, Atlanta 
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‘YONNE SAYS:— WHY TEST IN 
Timbucktoo 
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ATLANTIC OChaN 


Send for complete market data folder 


"Bayonne cannot be sold from the outside’ 


THE BAYONNE TIMES 
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} 


Every HAIRE Trade Paper 
is" TOPS "in its trade 
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HANDBAGS | 


COSMETICS | 
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1170 Broadway - New York 1, N.Y 


A need for more hot water is dem 
onstrated by the 14.2% who plan to 
purchase new water heaters. Interest 
in improved methods of trash dis- 
posal is evidenced by the 8.7% who 
intend to buy incinerators. 


Select Group Selling: The age of 
homes and the kinds of families that 
live in them provide key sales in- 
formation to proponents of select 
group selling — sales efforts directed 
toward isolated segments of the con- 
suming public. Breakdowns of figures 
uncovered in the heating portion of 
the Domestic Engineering survey pro- 
vide information of this type. 

Of the homes over 40 years old in 
the Bay City community, ability to 
buy in terms of annual income shows 
the following: 


3.6% 
29.9 
51.8 
10.4 


Over $7,000 
$6,444-5,000 
$14,900-2 000 
Up to $2,000 


Ability to buy as shown by number 
of wage earners in homes older than 
40 years: 

2.7% Two or more 

One 


6.7 None (retired, etc.) 


Occupation of the owner of the 
older-than-40-year home as an ability 
to buy: 


3.6% Professional, semi- 
professional 

Proprietors, executives 
Sales, clerical 

Skilled craftsmen, fore- 
men 

Operatives, transporta- 
tion, etc. 

11.9 Service employes 


7.3 Laborers 


Each of these select groups can be 
approached best with sales arguments 
fitted to its particular needs, as well 
as ability to buy. The needs show in 
relationship of number of rooms to 
number of persons in the family: 

Rooms Family members 
13.5% 3 16.6 
24.4 21.2 
20.7 19.2 
18.1 10.9 
9 or more 20.7 o/ 3.6 

The factors of many 
house, or many people per family, as 
selling points for an efficient heating 
plant, for example, cannot be over 
looked. 

Another 


rooms per 


aspect of need is illus- 


trated in the ages of present heating 
plants: 
Year installed Percentage 
1948-52 
1943-47 
1938-42 
1933-37 
1928-32 
1880-1933 
Don't know 


The two surprising figures here 
are the 11 of heating plants admit- 
tedly over 20 years old, and the large 
portion of the 29% which are so old 
the present owners don’t remember 
their installation. 

Remodeling history and plans to re- 
model heating plants in these older 
homes reveal: 


69.9% 
31.1 
21.8 
31.6 
46.6 


have not remodeled 
have remodeled 

plan to remodel 

do not plan to remodel 


don’t know whether they 
will remodel 


Probably the most impressive fig 
ures developed to show the need for 
improved heating in the older-than-40 
homes are shown by the types of heat- 
ing now in these homes: 

36.8% have hand-fired heating 
41.5 


3.1 have stoves 


have gravity warm air 


Interesting groups were discovered 
in the newer homes too, which indi- 
cates that a sizable market for heating 
remodeling exists. 


In homes 31-40 years old: 


8% have hand-fired systems 
have gravity warm air 


have never improved the 
plant 


plan to remodel within two 
years 


have more than one wage 
earner 


have more than $5,000 in 
come 


46.4 


have four or more people 


In homes 21-30 years old: 


19.6 plan to remodel within two 
years 


have more than one wage 
earner 
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Ever had to have a quick pickup 
for a 'HOT’shipment ? 


@ The use of all airlines, all surface transportation— pas- 


Your shipment is ready. 

And you want it on the move 
... NOW! Just a simple 
‘phone call will get you the 
fast answer you want— 

call Emery Air Freight. 


This “on-the-jump” service is one of the many 
features Emery, and only Emery, is geared to do. And 
to fill this need—and other long-standing transportation 
needs in American industry 

new system of “door-to-door” shipping based upon 


Emery devised a 


these operations: 


PRINTERS, ENGRAVERS, ELECTROTYPERS . . 


senger or cargo, freight or express— the best of everything 
that moves in the air or on the ground. 

@ Absolute control of your shipment all along the way 
through its own private wire system and nationwide 
corps of expediters. 

@ Continuous contact with your shipment so it can be in- 
stantly routed around trouble-spots. 

@ Immediate confirmation of delivery—or of unavoidable 
delay so plans can be adjusted efficiently. 

Because of this unique operation, Emery is able to pro- 

vide American industry with a transportation system 

that assures speed—plus dependability—in moving goods. 
Inbound or outbound, Emery provides “The World’s 
Fastest Transportation System.” 


- SALES, ADVERTISING 


AND PROMOTION EXECUTIVES! Emery’s Timed Delivery Service is 


designed to make simultaneous deliveries to every point in the Country at 


the same time. Ask us about this 


and other special Emery services you 


can use profitably. 


EMERY AIR FREIGHT CORPORATION 


New York 17; Offices or agents in all major cities and towns in the United States 
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Clyde A. Brown, Jr. 
District Manager 
PERSONAL PRODUCTS CORP. 
says this about Tacoma: 


“TACOMA AREA BECOMES 
INCREASINGLY IMPORTANT 
IN OUR SALES AND 
MERCHANDISING PLANS” 


Mr. Brown is District Manager, Pa 
cific Northwest Territories of Personal 
Products Corporation, manufacturer 
and distributor of Modess and its 
new product ‘Jonny-Mop”. The firm's 
district headquarters are in Seattle. 


“Our sales records show the 
growing importance of the Ta- 
coma area,” says Mr. Brown. 
“The Puget Sound country ac- 
counts for about 60% of our 
business in Washington State, 
and sales promotion in Seattle 
alone simply cannot cover this 
prosperous market. Tacoma must 
be included in all our efforts.” 


Think twice about Tacoma! It's a 
separate, distinct, important mar 
ket. It's covered ONLY by the 
dominant News Tribune. That's 
why—on Puget Sound—you need 
BOTH Seattle and Tacoma cov 
erage every time. Ask Sawyer, 
Ferguson, Walker Co 


The 


coma 


. 


News Tribune 


Over 82,000 ¢ viation, A.B.C 


end K TNT 
TV AM FM 
Transit Radio 


have more than $5,000 in- 
come 


have no central heating 
have had no improvements 
are still hand-fired 


41.1 are gravity air flow 


In homes 11-20 years old: 


25.9% plan to remodel within two 
years 
have more than one wage 
earner 
have more than $5,000 in- 
come 


32.1 have no automatic heat 
8.6 have stove heat 


35.8 have gravity warm air 


In homes 0-10 years old: 


plan to remodel within two 
years 


have more than one wage 
earner 


have more than $5,000 in- 
come 


have no automatic heat 


Even in this last group of relatively 
new homes, need for remodeling, or 
plans to remodel, heating plants is 
high. Wartime and postwar material 
shortages influenced design, qualits 
and choice of equipment. Some of 
these homes were built and bought 
with the intention of later remodel- 
ing and addition. 


How They Want to Pay: The 
group which plans to spend a sizable 
sum on modernization has definite 
ideas about methods of payment. 
Thirty-five and six tenths per cent 
prefer to pay cash. One-third down, 
with three years to pay, is the choice 
of 39.0%. No money down, with 
three years to pay, is selected by 
6.8%, and 3.4% prefer a mortgage. 
Lack of familiarity with financing 
methods was indicated by 15.3%. 


Conclusions: Although the remodel- 
ing field has been neglected, from the 
standpoint of sales effort, since the 
postwar construction boom the market 
has grown inevitably with passage of 
time. Difficulty of normal replace- 
ment during war years added to its 
growth. 

Large segments of the population 
are becoming conscious of remodeling 
needs in the home. A large percent- 
age of post war remodeling sales has 
been made without solicitation. At 
this point, the market appears to be 


soft in proportion to the amount of 
merchandising effort spent to pene- 
trate it. 

The disclosure that more than one- 
third of the people who plan major 
remodeling projects in the home are 
ready to pay cash is again indicative 
of the minimized sales effort which 
has been directed toward them. There 
is a suggestion here that money is 
waiting to be spent when the mer- 
chandiser provides even a mild stimu- 
lus, if it is intelligently placed. Con- 
versations with prospective buyers in- 
dicated that need for new home equ 
ment was outstripping expectation © 
lower prices. 

Institutional postwar advertising 
has created within the home owner 
an initial want. New construction 
and remodeling have intensified that 
want into a “keep up with the 
Joneses” viewpoint, and a recognition 
of a modern way of home living. 

A change of attitude toward appli- 
ances and improved home facilities 
was noted by Domestic Engineering 
interviewers. The automatic equip- 
ment which a few years ago seemed 
to be luxuries appear today to be ac- 
cepted by the homeowner. 

The conclusion which must be 
drawn from the survey is that a sub- 
stantial remodeling and moderniza- 
tion market exists . . . a live market 
waiting to take up the slack in new 
construction a market which is 
relatively unexploited in its potential 
by the nation’s manufacturers. 


The degree of incentive required 
to give different salesmen the spark 
they need for greatness varies a good 
deal. | remember one man | had who 
became a star salesman as a result 
of a simple training course. After 
just one meeting he went out and 
broke records. But | have seen others 
resist such elaborate forms of stim- 
ulation as a dozen sales contests... 
inspirational lectures, sales bulletins, 
and liberal bonus arrangements. It 
all depends, you see, upon your man, 
upon conditions, upon what goes on 
in his mind, upon the dozen or more 
variables that make up a good part 


of one’s life 


Stimulating Salesmen 
Successfully 
by Charles B. Roth 
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BUFFALO 
CITY ZONE 


755,948 
212,597 
201,399 


Population 
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NEWS City Zone Circulation 


SELL THE NEWS READERS 


AND YOU SELL THE 


WHOLE BUFFALO MARKET... 


New York State's 2nd Largest Market 


‘ q ei ™~ 
THE CIVIC CENTER, BUFFALO 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER 
Editor ond Publisher 


KELLY-SMITH CO. 


National Representatives 


WESTERN NEW YORK’S GREAT NEWSPAPER 


New Books for 
Marketing Men 


mentioned in this 
column are not available from SALES 
MANAGEMENT. Please order from your 
book store or direct from the publisher. 


Books reviewed or 


A Salesman Takes an Interest. By Carle 
Potter. Published by The Dillon Publish- 
ing Co., 50 E. Chicago Ave., Chicago, 11. 
Price, $1.75. 


Here’s a textbook in narrative form. It 
is, fictionally-speaking, an experienced 
salesman, remembering the pitfalls and 
hurdles on the way to his own success, 
talking to a young worker who has just 
been “promoted to salesman.” Bedrock 
stuff, it will be helpful to salesmen who 
are working toward a _ vy-p-in-charge-of- 
sales post and to those v-ps, and others, 
who can still learn fundamentals 


Distribution Costs. By J. Brooks Heckert 
and Robert B. Miner. Published by The 
Ronald Press, 15 East 26th St., New York, 
10. Price, $6.50. 


Mr. Heckert is professor of accounting 
at The Ohio State University. Mr. Miner 
is assistant professor of business organiza- 
tion at the same institution. Together they 
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have written a book which treats the 
whole subject of distribution costs in a 
workmanlike fashion, using tables, charts 
and analyses to clarify the material. Actu- 
ally a textbook, it provides a complete 
course of study for the subject. 


Progress in Productivity and Pay. Pre- 
pared and published by The Eddy-Rucker 
Nickels Co., Harvard Square, Cambridge, 
Mass. Price, $2.50. 


This spiral-bound study covers all U.S 
manufacturing from 1914-1947 and is a 
continuing research report based on the 
official U.S. Census of Manufacturers. It 
shows the close influence of productivity 
on wages, prices and standards of living, 
provides data for new bases in project 
ing the growth of American industry and 
offers a direct approach to a forward- 
looking productivity wage policy by in- 
dividual firms. 


Effective Business Letters. ?repared and 
published by General Foods Corp., 250 
Park Ave., New York, 17. Price, $1.00; 
$.95 for lots of 10 to 49 and $.90 for 
orders of 50 and over. 


This excellent primer of business let- 
ters was originally prepared for use by 
the employes of General Foods. It is in- 
tended to provide a working manual for 
the creation of effective business corre 
spondence, demonstrates how to put life 
and interest into letters, spotlights common 
mistakes, offers concrete suggestions. It is 
the result of the company’s research into 


ifs own correspondence — rese¢ arch which 


aimed at and succeeded in helping GF 
employes write letters that get results. 


A Treasury of Collection Letters & 
Ideas. By Bernard L. Trippett. Published 
by Universal Business Service, Green- 
wood, Miss. Price, $2.00. 


The author is an extension instructor 
in marketing, University of Mississippi. 
He treats in practical, down-to-earth 
fashion the tough problems of day-to-day 
collection management. The book provides 
a “compact, flexible system to the credit 
man... helps businessmen avoid wasted 
money and effort in operating their credit 
departments.” 


COMING SOON: 


A round-up of ideas on order- 


handling precedures .. . 
a 
How G-E's air conditioning sales 


department defines the salesman’s 


job. 


Coming . .. in early issues of 


Sales Management. 


All business 
is specialized 


..and nothing specializes 
on your business 
like your business paper 


This smart business man spends his 
time where every sitzmark parks a 


prospect at his feet. He specializes. 
Your business is specialized, too... 
and so is your business paper. It's 
concentrated on your business. Both 


editorial and ad pages report what's 


new that’s good .. . suggest new meth- 
ods... gather in one place a raft of 
ideas on where-to-buy-what. 

That's help you can’t find concen- 
trated into such quick reading time 
anywhere else! It’s simple sense to 
read every page . . . every issue. 


This business paper in your 
hand has a plus for you, 
because it's a member of 
the Associated Business 
Publications. It's a paid cir- 
culation paper that must 
earn its readership by its 
quality ... And it’s one of 
a leadership group of busi- 
ness papers that work to- 
gether to add new values, 
“new usefulness, new ways 
to make the time you give 
to your business paper still 
more profitable time. 


a66¢eeeseba de 6 6 06-0 


Is Fedway in Your 
Sales Future? 


The first eight units of Fed- 
erated’s new department 
store chain in fast-growing 
middle-sized cities in the 
Southwest soon may be sell- 
ing $35 million annually. 
Here’s the storv of what 
Fedway buys from 3,700 
manufacturers of soft and 
home lines. 
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One of a series of ads prepared by 
THE ASSOCIATED BUSINESS PUBLICATIONS 
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, Extra Benefits for You 
_In Your Annual Report 


Many concerns buy advertising space to publicize the con- 
tents of their yearly report to stockholders. This kind of 
institutional advertising humanizes a company, rebuts un- 


fair critics, and generally helps to promote good relations. 


The corporation’s annual report 
used to look as ominous as a federal 
income tax return. Reports were 
mailed out to shareholders, who 
promptly dropped them in the waste- 
basket. If, after the mailing, any re- 
ports were left over, they were sent 
out “extra-curricular” to unqualified 
shareholder prospects. 

In those days, a half-century ago, 
the term “shareholder relations’ had 
not been invented. And “extra-curric- 
ular” mailings influenced nobody. 

The public-be-damned attitude was 
dropped. Alert management realized 
that corporations had three stock- 
holder groups: (1) active, (2) in- 
different, (3) unfair critics. The idea 
was to humanize the annual state- 
ment and establish simplified share- 
holder communication. 

Since World War II, statistical 
simplification, bright typographical 
presentation, four-color illustration 
and smooth editorial discussion have 
made the annual report a thing of 
beauty, and an effective public rela- 
tions tool. 


400 Do It 


Now, in a shareholder relations 
handbook just released by Financial 
World and edited by Weston Smith, 
it is revealed that last year about 400 
managements added annual report 
advertising to their budgets. This 
represents a 100% increase over 1951. 

Says Editor Smith: “Advertise- 
ments offering copies of annual re- 
ports have come to the fore as the 
most remunerative form of industrial 
institutional advertising, because the 
impact of these advertisements can be 
directly measured by the number of 
requests for copies of reports.” 

He finds that, as a direct result of 
regularly scheduled advertising, up to 
15¢@ of those inquiring for reports 


finally became registered shareholders 
of a company. 

Secret of effective report advertis- 
ing, Weston thinks, is to prepare it 
with the same skill, the same tech- 
niques that are highly successful in 
product advertising. 

He believes that report advertising 
should be scheduled in metropolitan 
daily newspapers, the plant commun- 
ity press and selected financial maga- 
zines. Some corporations have already 
enlarged their report schedule to in- 
clude newspapers and tabloids read by 
wage earners. Last year New York 
City’s Journal American, News, Mir- 
ror and Post each carried annual re- 
port copy. 


6 Benefits 


The shareholder booklet points to 
specific company benefits resulting 
from annual report copy: 


1. Molds favorable public opinion 
toward sponsor and his industry. 


2. Broadens geographical distribu- 
tion of shares. 


3. Elicits direct requests. 


4. Advertisements will be clipped 
by firms who maintain a file on cor- 
porations (who may be product pros- 
pects ). 


5. Improves marketability of stock 
in day-to-day trading. 


6. Serves as a public relations ve- 
hicle, 


The 68-page “Shareholder Rela- 
tions Manual” discusses this division 
of public relations, from preparation 
to distribution of corporation annual 
reports. It is available for $1, Guen- 
ther Publishing Corp., 68 Trinity PI., 
New York 6, N. Y. 
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+o melt a COOL customer... 


Customers can’t remain cold to the warm 
appeal of a Milprint package, with its bright 
good looks and colorful design. That cheerful 
“pick-me-up” look just naturally makes it 
stand out in frozen food display cases. 

Milprint offers the widest range of 
packaging materials and printing processes 
of any packaging organization . . . plus 
nationwide facilities backed by over half a 
century of experience. For packages that 
thaw sales resistance fast, call your 
Milprint man first! 


IN c 
PACKAGING MATERIALS 


OGRAPH Y & PRINTING 


Printed Cellophane, Plicfilm, Polyethylene, 
Acetate, Glassine, Foils, Folding Cartons, 
Bags, Lithographed Displays, Printed Promo- 
tional Material. x ; This insert printed by Milprint, Inc 


General Offices, Milwaukee, Wisconsin 
Sales Offices in Principal Cities 


¢ Crume ~ Children \ 


: \ Piet © 
TV’s Gristy © DAN 


Kids Cav see os The Newspaper that 
(oer RGA Goes HOME with CHICAGO 


GOES HOME Ba.) 
withthe GROCERIES 


in the first 11 months of 1952 the Chicago Daily News was 
again the leader in Chicago... in Retail... in General... in Total 
Grocery Advertising ... with 3,227,212 lines 


ed int 


TOTAL GROCERY ADVERTISING IN CHICAGO DAILY NEWSPAPERS 
FIRST 11 MONTHS, 1952 


Retail Linage General Linage Total Linage 


s . 
First in Newspaper 
DAILY NEWS (Eve.) 2,076,012 1,151,200 3,227,212 
1,221,700 572,167 1,793,867 


s 
Herald-Ame Eve 
General, Retail and Total ae ie ee 


Tribune (Morn.) 901,290 1.110.032 2,011,322 


Grocery Advertising sana a em ee 


CHICAGO DAILY NEWS 


FOR 78 YEARS CHICAGO'S HOME NEWSPAPER 


JOHN §. KNIGHT, Editor & Publisher 


DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 
¢SAN FRANCISCO © DETROIT * LOS ANGELES 


Meyercord 
Decal 
Decorations 


Help Sell 
Your Product 


Meyercord Product Decoration Decals 
are used on an amazing variety of products 
... from lampshades to Lunchboxes! Easily 
quickly applied at production line speed 
5 Os wale for ANY commercial surface 
or finish. Ask for details about Meyercord 
laboratory and complete designing service. 


FABRI-CALS For Apparel 
Children’s wear, aprons, tea towels, 
T-shirts— or what-have-you ... are taken 
out of the “ordinary” class with Meyercord 
FABRI-CALS. Transfer permanent, wash- 
able, fast color designs easily to fabric. 
Ask for samples aon full information, 


FREE—Meyercord Color Catalog 
New Meyercord Decal Decoration Cata- 
log... features hundreds of stock designs 
and complete guide for planning custom 
designs. Write on company letterhead. 


THE MEYERCORD CO. 
Wold: Le gest Lecabeomania Manuf Mts 


DEPT. 8-402 5323 W. LAKE ST. ¢ CHICAGO 44, ILL. 


YOU Can Sell By Horse and 


Po geht 


ee 4 /. | Your Salesmen Save Time, 


atl 


wae ' - 5 Sell Faster, Easier With 
' . - Indexed Selling Material! 
Inside oe You can help your salesmen save 


precious selling time, learn their prod 
ucts faster, easier, more thoroughly 
and gain more time for other sales 
when you index your loose leaf selling 
materials Fumbling, searching, 


TRAVELING TILE SHOW: This 27-foot chartreuse house trailer is completely wasteful page flipping to find the 
finished on the inside with Wilson Lockback plastic wall tile; it features ig age Og A 
a tiled kitchen, bathroom—including three shower stalls—and panels of identify and locate your product data 
Lockback tile, showing entire color line. Trailer’s rear wall is devoted to Cut Training Costs—Teach Faster 

a demonstration of plastic refining and molding techniques of 30 plastic You owe it to yourself to find out how 
objects (dinnerware to gears). Bill Austin, vice-president, Wilson Plastics, progressive Erms mos everywhere 
Inc., Sandusky, O., says the company averaged three installation orders on dexes to get faster, more successtul 
the spot from each of 300 showings the “idea trailer” made during a 36,000- Sates and een om aia aod 
mile, 1l1-month tour through 23 eastern and midwestern states. Wilson fac- ps) x Hats. Tne full, interesting, valu 
tory representatives traveled with the trailer, told visitors where to find page auittnbed cicada’ tues at Gan 
local dealers. Arrangements were made in advance for the itinerary of the rae 

trailer, and local dealers advertised its coming with newspaper and radio Write Dept. S For Your FREE Copy 
coverage. Over a quarter-million people have visited the unit. Wilson execu- 
tives report that 30% of the visitors admitted they were unaware of the G. J. AIGNER co. 
existence of wall tile made from plastics. Trailer made by Prairie Schooner, 426 S. Clinton St. Chicago 7, Ill. 
Inc., 1501 W. Bristol, Elkhart, Ind. 
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NOW... 


Industrial Movies 
in 16mm. STEREO! 


With business-sponsored films 
playing to 20,000,000 people ev- 
ery, week, your industrial movies 
must be real eye openers to de- 
liver the mileage on even a mod- 
est film budget. That's just what 
you can now get in new and fas- 
cinating 16mm Bolex Stereo 
Movies ... and without gargan- 


tuan production costs or special 


Tools for Selling (cont.) 


A LEGITIMATE GRIPE from the 
re-roofing specialist who sells 
shingles door-to-door: Shingles are 
heavy and bulky; yet I must show 
samples of each color and style 
in the line, and worse, I must carry 
enough shingles to demonstrate how 
they “lay up” and interlock. 

The Barrett Division (asphalt 
shingles, siding), Allied Chemical 
& Dye Corp., New York, has 
solved the problem by eouipping 
190 salesmen with View-Master 
stereoscopic kits. These are elec- 
tric battery-type viewers (left) into 
which full-color picture reels are 
inserted. What prospect sees is a 
three-dimensional Kodachrome pic- 
ture; by pressing button on viewer, 
another picture pops into place. 
Sarrett shows prospects 12 reels (7 
transparencies to a reel) of the line 
of six shingle styles. Views are of 
actual roofs, or close-ups of 
shingles, or application techniques 
—all in full color. Barrett sales- 
men, who travel among lumber 
dealers and building trade people, 


projection equipment. have persuaded 500 dealers and 
distributors to use the View-Master 
as a sales aid. The unit, with reels 
3-dimensional movies in New - eusseeem, cette eee then $90. 
| 3 : View-Master made by Sawyer’s 
York City will be at the Bolex Inc., Box 490, Portland 7, Ore. 


The first public showing of any 


Stereo Theatre, National Photo- 
graphic Show, Grand Central 
Palace, February 12-16. Bolex 
Stereo Movies will be screened 
from 1 P.M. till 10 P.M. daily. 
This is your chance to see for 
yourself the wonderful possibili- 
ties 16mm Bolex Stereo Movies 
bring to the maker of industrial 


movies. 


For further information, write to: 
Paillard Products, Inc. 
265 Madison Ave., N. Y 16, N. Y. 


February 12-16 
Visit the Bolex FLOPOVER presents new product story to distributor management for 


Rubberset Co., Newark, N. J., makers of paint brushes. Dave Barry, 


Stereo Theatre sales manager. Rubberset's Paint Brush Division, made use of this kit- 


chart to introduce the Flo-matic Dip Roller (makes the painting of flat 


National Photographic Show surfaces easy for the non-professional). To introduce it, Rubberset 
Grand Central Palace scheduled five two-day sales meetings, accomplished two things: (1) sold 


distributor management on the idea of the applicator; (2) sold them on 
the use of visual aids. Presentation prepared by Hile-Damroth, Inc., 320 
Broadway, New York 7, N. Y. 
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JOHN MEREDITH photographs lovely 
PENNY EDW ARDS, soon to be seer 


in 20th Cer y Fox's “‘Powder Rive 


ag JOHN MEREDITH, PHOTOGRAPHER 
Hollywood, California 


HEN it's true-to-life photographic realism you wanc, 

Stereo-REALIST is the camera for you. Because of their 
amazing depth and full, natural color, REALIST pictures are 
so lifelike they almost breathe. 

That's why movie studios photograph their stars REALIST- 
ically in different costumes and varied color combinations. 
Costly and time-consuming personal tests are thus eliminated 
when making preliminary casting decisions. Directors and 
producers nd only to go to their stereo library, view the 
slides in a REALIST viewer, then make their decisions. 

This unusual application of the REALIST is further proof 
of its extreme versatility. Sales managers, salesmen — and 
their prospects — are enthusiastic about REALIsT sales kits. 
Hundreds of businesses already using the REALIST with un- 
surpassed success proclaim it to be ‘the world’s finest visual 
selling aid.’’ It’s the ideal personal camera as well. 

For information on the REALIsT see your camera dealer or 
commercial photographer. For free folder on “Commercial 
Application of Stereo-REALIsT” write the Davin WuiT! 
COMPANY, 385 W. Court St., Milwaukee 12, Wisconsin. 


REALIST 
 psemamounts 
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Permanent protection for stereo slides. 


$159.00 (Tax Inc.) 


smelt alist 


THE CAMERA THAT SEES THE SAME AS YOU 


Cameras, Viewers, Projectors, and Accessories ave products 
of the David White Company, Milwaukee 12, Wisconsin, 


eee ee eee ee © one 


Specially designed for 


proper projection and viewing; 3 window sizes and spacing pre- 
adjust slides and eliminate need for projector adjustments. Sturdy 
plastic-glass combination is resistant to breakage. Easy to assemble, 


How to Package 
SMALL ITEMS 


GET SAFETY and SALES 


with LUSTEROID 
Vials and Tubes 


Now you can protect and merchandise 
products that are “too small” for ordinary 
packaging. 

There's a LUSTEROID plastic container 
that’s juste right for carrying your small 
items to market. These crystal-clear vials 
and tubes are strong, tough, unbreakable. 
They display your product while protect- 
ing it. And they save money, too. 

No labels to affix, because LUSTEROID 
is printable. You save on handling and 
shipping since LUSTEROID is so light in 
weight. 

You have a wide choice in colors in 
standard diameters from 4%” to 144” and 
in lengths up to 6”. Cork, slip-on and 
screw-cap closures. 


Write for samples and 
quotation today. 


LUSTEROID 


Container Company, Inc. 


16 West Parker Avenue, Maplewood, N.J. 
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Tools 
for 
Selling 
(cont.) 


ALUMINUM AND LUGGAGE 
work as a demonstration team for 
Reynolds Metals Co. Richmond, 
Va. Object: arrange meetings 
with paint manufacturers; tell 
them, through flip chart (left) 
exactly what Liquid Aluminum 
Roof Coating paint can do; next, 
remove flip chart and luggage 
side-panel, expose complete range of actual paint cans; next, detach 
heat demonstrating attachment and carry it to any point in room 
and plug it into outlet. Then, with aid of two thermometers, 
demonstrate heat reflectivity of Liquid Aluminum. In minutes 
Liquid Aluminum story can ve removed, another set of inserts 
installed to tell story of other Reynolds products, such as packag- 
ing, foil, building products, etc. Eventually each Reynolds’ divi- 
sion sales office will have one to five of these cases, with as many 
as eight inserts. Another job for the unit: It can be used by 
regional office managers for general sales meetings. Flip-flop, slides, 
or almost any other medium can be quickly inserted into case, so 
that several managers can use same unit at one sales meeting. Note 
heating unit and wire in lower right corner of case, below. Dis- 
play is built and designed in an aluminum Haliburton suitcase made 
by Erle P. Haliburton Co., 4724 S. Boyle Ave., Los Angeles, Cal. 
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SNORKEL PEN STORY: The first month after introduction of W. A. Sheaffer 
Pen Company's Snorkel fountain pen, sales were 46% higher than the 
corresponding month a year before. Part of the credit, undoubtedly, goes 
to this transparent overlay booklet which helped acquaint dealers and their 
sales personnel with the inside workings of the new filling device which 
gives the Snorkel its name. As the transparent Celanese pages are turned, 
the pen “disassembles and reasseinbles” itself, revealing colored cutaway 


sections of pen’s* Snorkel tube. Booklet by Milprint, Inc., Milwaukee, Wis. 


PROGHES 


TOUGHEST OF ALL selling jobs is that of the pencil salesman. This pres- 
entation assists American Lead Pencil Co. salesmen in a new undertaking, 
that of making an individual survey of pencil requirements for business 
organizations. When calling at an office, salesman asks fo: sample of all 
paper forms vsed in office; he then turns forms over to American's main 
office in Hoboken, N. J., where it is determined what type of penci! to use 
for each form. By Brewer-Cantelmo Co. Inc., 116 E. 27th St., New York. 


Showmarcter 


HALF AS LARGE, HEAVY AND EXPENSIVE 
AS PYRAMID EASEL PORTFOLIOS 
—for same page area. Shows double-page ver- 
tical spread 

Sets up and takes down in a flash—no buttons or 
gadgets to fool with. Carried in stock in 4 sizes. 


* Also 100s of other items 


Sales a / ts Tue 1704 W. WASHINGTON BOULEVARD 
’ . 


CHICAGO 12, ILLINOIS 
SSOHSSSSSSSSHSSHSSHSHSSSHSSSSHHSSHSHSHSHSSHHSSHSSSSSSESSEEES 


Send for FREE Folder 
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PROJECTORS 
in ONE 


All the features you have desired are 
combined in the 


TS! 16mm 
“SUITCASE” PROJECTOR 


Over ten years of experience and thousands of TSI 
“Suitcase” machines in service today prove the 
exceptional advantages of this projector in indus- 
try and sales. 


NOTE THESE EXCLUSIVE FEATURES! 


Self-Contained Magazine Projection 
No reels of film to thread—no screen to set up— 
no sound speaker 

to engage. Self- 

contained screen 

measures 135 sq. 

inches. Continuous 

magazine holds 

800 feet (22 min.) 

black and white or 

color film, sound or 

silent. 


Standard Magazine Projection 


Standard projection on any conventional screen to 
auditorium size. 
Continuous maga- 
zine is power driven 
giving automatic 
rewind. Film run 


through once is 


) automatically ready 
~*~ 


to go again after 
every show. 


Standard Reel Arm Projection 
Using 2000-foot (55 min.) » 
reel arms, furnished with A 
each machine, long feature 

length films can be pro- 

jected as easily as with 
standard magazine pro- 

jection, 


Self-Contained Reel Arm Projection ' 

Using 2000-foot reel arms and self-contained 135- 
inch screen up to 
55 minutes of sound 
film may be shown, 
Crystal clear pic- 
tures are projected 
even in daylightl 


Bell & Howell or DeVry Models 
TSI “Suitcase” Projectors are furnished with Bell & 
Howell or DeVry projection and sound systems. 
Easy to carry custom case size measures 14” x 22” 
x 12”—approximately 40 pounds. 


Write today for illustrated brochures featuring 
TSI ‘‘Suitcase’’ Projectors. 


TECHNICAL SERVICE, INCORPORATED 
Dept. A-2 30865 Five Mile Rd. 
Plymouth, Michigan, U.S.A 


Custom Mfgrs. of Electronic and /or Mechanical Equipment 
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STEP NO. |: The Snap-On salesman learns to ask the prospect to “take a look, take a hold, 
take apart, and to take along.” A good demonstration creates seller and buyer enthusiasm. 


How Snap-On Breaks a Sale 
Into Its Component Parts 


Few salesmen can take a bare set of principles and trans- 
late it into a successful sales presentation. They need a 
detailed blueprint of every step of the sale. Here's a boil- 
down of Snap-On's ABC's of effective personal selling. 


Based on an interview by David J. Atchison 
with PAUL J. SCHUTT, Snap-On Tools Corp.* 


At the end of Snap-On Tools Cor- 
poration’s second year of organized 
sales training for branch managers 
and field men, company executives 
found the program had paid off to 
this extent: The “graduates” have 
achieved an average of 36% increase 
in earnings after return to their terri- 
tories. 

The medium for training is a series 
of one-week clinics at the home office, 
with groups of no more than 30 in 
attendance.** 

The objective of the program is to 
train branch managers, salesmen and 
dealers to sell benefits instead of prod- 
ucts. 

To do this, it was necessary for the 
home office to analyze benefit-selling 
techniques in minute detail and set 
them down in organized printed 
form. The result is a report con- 
cerned with the content of the sales- 
manship course and how it is pre- 
sented to the men. 

First of all, Snap-On points out to 
its salesmen that if they are to make 
use of the sell-the-benefits technique, 
they must begin to apply the idea of 
benefit-selling on first approach. The 
class is told: 

“In your first words, be sure that 
you get [the prospect’s] interest by 
talking of something which is of in- 
terest to him. While you may be all 
excited about the World Series or 
Rose Bowl game, your customer is 
probably a lot more interested in 
something that affects him and his in- 
come, his livelihood, his own prob- 
lems. It’s not, then, what you're con- 
cerned with; it’s what he is concerned 
with. 

‘Remember that when you're talk- 
ing to a customer, it is his job, /is 
needs, his business and his worries 
that face him. If you open your con- 
versation with words that hold out 
help for him, isn’t it reasonable to 
assume that the customer is a lot more 
likely to be interested in what you 
say next? He’ll listen to your second 
sentence. 

‘Suppose it were possible for us to 
show you a method that would sell a 
valve refacer to 9 out of 10 prospects 
on the first call. You’d pay a pretty 
good price for that information, 
wouldn't you, beeause it would help 
you do a better selling job? You'd be 
truly interested because it would be 
of help to you, Well, now, if you will 
talk about something which is of as 
great concern to your prospect as the 
closing of sales is to you, you'll have 


*Kenosha, Wis. 

** This is the second of two articles 
on Snap-On’s sales training clinics and 
salesmanship techniques. The first ap- 
peared in SALES MANAGEMENT, January 
15, 1953, page 74. 
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Gone is the day of our Grandfather’s when 
They had to depend on the little red hen. 
My hatchery hatches 
Slick chicks in large batches 
And quickly dispatches 
them onward again. 


I send them airFREIGHT 
because they arrive 
Healthy and Happy and fully alive. 


so" 
~ wr of 


Perishables Move FAST - 
via Delta airFREIGHT — 


Same-day or overnight delivery via Delta 
means perishables arrive fresh and in good shape. Use 
Delta airFREIGHT, too, for rush demands, to replace 
inventories, to expand into new markets. 


Typical rates per 100 Ibs. 
CHICAGO-BIRMINGEAM ... $6.55 
CINCINNATI-NEW ORLEANS 6.76 
DALLAS-KNOXVILLE...... 8.50 
ATLANTA-FT. WORTH...... 6.52 


For complete commodity rates and schedules, write 
oirFREIGHT Department, Delta Air Lines, Atlanta, Ga. 


\, 


‘ 
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SHORT ON RESULTS ? 


LE 4 


Are you getting maximum results from your industrial advertising dollars? If you 
want to see tangible, measurable results INDUSTRIAL MAINTENANCE will produce 
quantity, quality inquiries from its more than 75,000 plant operating readers. 


Covering over 48,000 plants in 23 industries at shirt-sleeve level, INDUSTRIAL 
MAINTENANCE delivers the plant men who are ready and able to buy. These 
men are responsible for the function and upkeep of machinery, equipment and 


plant in America’s top-rated companies! 


If you're not covering this multi-million market with your 1953 budget, investigate 


INDUSTRIAL MAINTENANCE today! 


cet resutts! INDUSTRIAL MAINTENANCE 


Philadelphia 4, Pa. 


TO ALL MANUFACTURERS AND DISTRIBUTORS 


of Residential Construction Materials and Related Products 


Announcing an important research study: 


“FORECASTING RESIDENTIAL CONSTRUCTION ACTIVITY, BY STATES, 1950-1960" 
FOR USE IN SETTING SALES QUOTAS. 


The study describes a technique of 


forecasting residential construction, 
based on an intensive analysis of new 
Census data which reveals which states 
“overbuilt” and 
Fore- 


casts are then presented for each state 


can be regarded as 
which states are “underbuilt”. 
for the years 1955 and 1960, and in the 
Appendix we indicate how correspond- 
ing forecasts may be made for any sin- 
gle year between 1950 and 1960. The 
study took several months to prepare, 
and in our estimation offers one of the 
most useful analytic tools ever applied 


in a marketing research problem. 


The report arose as a result of the 


MARKET STATISTICS, INC. 


many letters addressed to the editors of 
Sates MANAGEMENT Macazine. for 
whom we prepare the Annual Survey 
of Buying Power, asking for data that 
would enable manufacturers of con- 
struction equipment and related prod- 
ucts to set sales quotas in accordance 
with regional growth trends in resi- 
dential construction. 


The report. running to twenty pages, 
plus three charts and a statistical ap- 
pendix containing about fifty columns 
of data, completely covers construction 
activity in the forty-eight states and 
District of Columbia. For details on 
costs, etc., write to 


Research Consultants to Sales Management 
432 Fourth Ave., New York 16, N.Y. Mu-4-3559 


no trouble getting your prospect to 
listen and then to buy.” 

Right here, buying motives are dis- 
cussed, the underlying reasons for 
buying. The men are reminded that 
the most common motives are profit 
or economy, comfort, performance or 
reputation, convenience, safety, pride, 
sentiments, style and appearance. 
“You have to appeal to those motives 
in order to arouse the prospect's inter- 
est,’ the salesmen are reminded. 

The “reputation motive,” for in- 
stance, is appealed to “by pointing out 
that the man who buys Snap-On tools 
is in very good company. It would be 
difficult to find a topflight mechanic 
who does not have at least some Snap- 
On tools in his kit... The best work- 
men usually end up by owning quality 
tools because they help them to do 
quality work. 


Reputation Motive 


“The reputation motive has sold 
probably as many Snap-On tools as 
any other buying motive. Some sales- 
men are concerned as to whether this 
appeal to the reputation motive applies 
to improvement of the reputation of 
the customer because he uses Snap-On 
tools, or whether it’s the reputation of 
the Snap-On tools we're talking 
about. The answer is that it really 
doesn't make much difference. 

“Of course, the reputation of our 
tools is good and the customer's repu- 
tation will improve, too, when he 
joins the select company of Snap-On 
users.” 

The men are shown how the bene- 
fits they sell are broken down into 
immediate (or primary) benefits and 
ultimate (or user) benefits, all out- 
growths from the “product fact.” The 
Snap-On Flexocket wrench, for in- 
stance, has a spring that holds it in 
position; that’s a product fact, but 
one which does not have any particu- 
lar benefit to the customer. He wants 
what the spring does to make it easy 
to “aim the socket at a nut.” He 
wants to know that it won't flop out 
of position when he uses it. Those 
are the primary benefits. 

The ultimate benefit is tied up in 
the reason why the prospect does not 
want the Flexocket to wobble or why 
he wants to be able to point it at a 
nut. The ultimate benefit, then, 
would be: “And that means you can 
get your work done faster with 
economy to you, plus bigger profits.” 
(buying motive—economy ) 

Thus does a primary benefit, when 
carried through to the ultimate bene- 
fit explanation, end up in an appeal 
to a buying motive. Instructors tell 
the men: “Your customer may buy 
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because of comfort, because of ap- 
pearance or pride or any one of the 
buying motives, so be sure to carry 
the primary benefit all the way 
through to the ultimate benefit, which 
is almost always one of the buying 
motives.” 

An example of this approach: “The 
jaws on this puller are forged” (a 
product fact) and “that means that 
they'll give longer wear” (primary 
benefit) and “because of longer wear, 
it means you'll not have to buy a new 
puller so soon” (buying motive: econ- 
omy). “And it means that the pulle: 
won't break down when you're in the 
middle of a tough job” (convenience 
or performance buying motive). “It 
means, too, that it isn’t likely to break 
and injure you when you're using it” 
(safety—another buying motive). 


“Hey, You!" Approach 


Snap-On selling methods rely heavy 
ily on what the company calls the 
“Hey, You!” approach, which is used 
only in a symbolic sense, never as a 
raucous greeting to get custome! in- 
terest. It is a tag the company has 
tied on different methods of approach 

with the idea of getting immediate 
and favorable attention that would 
make the mec hani crawl out trom 
under a car. 

It is an approach designed to fore 
stall negative reaction. It usually 
works. Example of a good “Hey, 
You!’: Presuming that the Snap-On 
salesman has entered a garage and 
noted the opportunity to sell a tool 
box, his opening words to the me 
chanic might run something like this: 
“Hello, Joe! Say, when you are home 
do you keep vour good ties in the 
same drawer with vour work shoes?” 

Mechanic: “What in blazes are 
you driving at?” (interest aroused ) 

Snap-On man: “If you don’t keep 
things like that in your bureau, why 
do you keep your micrometer in 
the same drawer with your dirty 
wrenches?” When it is pointed out 
that a special drawer in a tool box 
would prevent breakage or transfe1 
ot oil, grease ol! dirt to the delicate 
micrometer, the prospect unconscious 
lv “feels” several buving motives: 
performance (freedom from foreign 
matter in the micrometer), safety, 
pride and appearance, plus conveni- 
ence in keeping his other tools. The 
“Hey, You!” has taken effect. The 
Snap-On man proceeds with his dem- 
onstration after appealing to these 
buyi ng motives. 

“Hey, You!” approaches are used 
constantly in the classroom to focus 
attention on this opening method. 

By the time the Snap-On man has 
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are you 


BUFFALOED 
by a 
sagging 


Sales curve? 


. reach 
and influence 
a $7,500,000,000 
market 
with. 


PACKAGING PARADL 


THE NEWS MAGAZINE OF PACKAGING 


More display space per $ on Super-Size page. 
More attentive readership with news-and-picture 
features, thru-the-book format ...Stronger selling 
impact on MORE important buyers of Packages 
and Packaging Machines—Supplies—Services... 
15000 (CCA) ALL-BUYER circulation. 


HAYWOOD PUBLISHING CO., 22 E. HURON ST., CHICAGO II, ILL. 
NEW YORK 17—101 PARK AVE. * WEST COAST—McDONALD-THOMPSON 


5 CONTINUOUS 
F 


FOUR WHEELS, INC. 


HOME OFFICE: 6200 NORTH WESTERN AVENUE, CHICAGO 45 


presented his “Hey, You!” to a pros- 
pect, he has taken two of the seven 
steps necessary to ¢ lose a sale—getting 
n and getting interest. All seven 
steps are pertinent to any sale, wheth- 
er it be in selling shoes, sheets or sur 
gical instruments. Students who at- 
tend the Snap-On clinics are told that 
few, if any, sales of their tools are 
made without taking these 
steps. After 1. Getting In and 2. 
Getting Interest, the other steps fol- 


seve 


low in sequence: 
3. Getting Confidence 
4. Getting Enthusiasm 
5. Getting Confirmation 


13 rich counties . . . isolated 
from other Major Markets. 


GREAT IN... 


@ SIZE jousenous | 


@ INDUSTR 
@ AGRICULTUR 


e SALE 


NUMBER OF INDUSTRIES . 
VALUE ADDED BY MFG. 


GROSS FARM INCOME 
INCOME PER FARM. . 
(U. S. Avg. per Farm $6,687) 


RETAIL SALES . 
WHOLESALE SALES 


6. Getting the Order 

7. Getting Out 

Getting Confidence is an important 
step in the eyes of the sales clinic’s 
faculty. The men are advised to avoid 
claims that a,certain tool will do a 
job when they don’t really know what 
the job is all about. They are advised 
to ask intelligent questions, to encour- 
age the customer to voice his obje 
tions, then ‘walk part of the way 
with him down his objection avenue, 
gradually turn him down a side street 
and eventually start him back up the 
street away from his objections.” 

New men are given sound advice 
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PEORIArea is a self-contained metropolitan market . . . the 
“BEST TEST MARKET IN THE MIDWEST”, say advertising 


and agency executives in S.M.’s surveys. 


QOPO,, 
a > 


PEORIA JOURNAL STAR 


Covers All Peoriarea 
Represented Nationally by WARD-GRIFFITH CO.., Inc. 


in how to handle Step 3 (Getting 
Confidence): “You've got to know 
what you're talking about. If you’re 
a new man and don’t know, one of 
the best ways to win a customer’s 
confidence is to tell him plainly that 
you're a new man and haven't learned 
what the tool will do. After all, there 
are more than 4,000 items in the 
Snap-On line. Ask him to show you. 
Nine out of 10 mechanics will be 
glad to do.it. 

“Nlechanics and maintenance men 
don’t get the opportunity to demon 
strate tools very often—especially to a 
tool salesman. ‘They welcome the op- 
portunity to ‘show off.’ At the same 
time, you win their confidence. When 
you've truthfully told them that you 
don't know, isn’t it reasonable for 
them to believe that you'd be equally 
truthful when you talk about some- 
thing you do know ?” 

(jetting in, getting interest and get- 
ting confidence are all important steps 
in the sale, Snap-On believes, “but 
they, in themselves, don’t mean that 
you've got the order. A man would 
rather have the money than the tool, 
unless he knows that he’s going to 
benefit from the tool. By making him 
enthusiastic about the benefits, it’s a 
lot easier to separate him from his 
money.” 


Getting Enthusiasm 


‘That's where Step 4, (Getting En- 
thusiasm), comes in, and it can be 
one of the toughest steps to take. Ob- 
viously, one of the surest ways to kill 
a sale is to lack enthusiasm about your 
product. To alleviate this lack, Snap- 
On tells the men to “force yourself to 
act enthusiastically and you'll become 
enthusiastic. There’s many a morn- 
ng when all of us start out with 
nothing but grief and headaches to 
greet us. It’s raining. Perhaps break- 
fast wasn't ready on time, the toast 
was burned, the car had a flat tire, 
and everything starts wrong. That's 
the time when, unless you do some- 
thing about getting enthusiastic your- 
self, there isn’t going to be much en- 
thusiasm in your presentation.” 

Forced or genuine, a good method 
of generating enthusiasm, the men are 
told, is to “know your product.” They 
are urged to know the story com- 
pletely; know the customer’s benefit 
when the product is used. “If your 
product will truly benefit the buyer, 
as a result he'll make more money 
with which to buy more tools. So 
you really have reason to be enthus- 
iastic. 

“And don’t tell your story without 
translating all the features into bene- 
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fits for the customer. That's what 
he’s buying—benetits. The tool itself 
is more or less incidental.” 

High in importance for generating 
prospect enthusiasm is the demonstra- 
tion. A good demonstration carries 
with it as a natural by-product, a 
good deal of enthusiasm. Snap-On has 
a tailor-made demonstration for it’s 
men, a sequence of steps after the 
“Hey, You!” 
these steps are: 

= Take a look. 

2. Take a hold. 

3. “Take apart. 

4+. Take along. 

Snap-On men keep this sequence at 
their mental fingertips so they can 
use them without stopping to think 
‘Now where am 1?” They find that 
enthusiasm develops as the demonstra- 


Followed in’ order, 


tion progresses, 

The idea behind the ‘Take a look”’ 
step is to “hide the bridle but have 
oats in your hand.’ When the cus- 
tomer is asked to “Take a look,” there 
are certain things that become imme- 
diately apparent to him. By looking 
at an object, in less than one-half sec- 
ond a man can learn a great deal 
about it. ‘‘So let’s be sure we point 
out the benefits of those things he 
sees.” Here’s what a half-second can 
tell a customer: 

1. Size—large or small 

2. Shape—a general idea of what 
it is or what it may be used for 

3. Design general appearance, 
streamlined or not, etc. 

4. Details of workmanship 
5. Finish—chrome, black plate, etc. 

Because the customer sees these 
things, clinic students talk first about 
what he sees and attach benefits to 


them. ‘The instructor says: 


It's the Benefit! 


“Isn't it logical, then, for me to 
start my demonstration by talking 
about the things you see? You notice 
that the finish is chrome plated. 
Why, then, shouldn’t I call your at 
tention to the fact that this chrome 
plating will protect the tool from 
rust, make it easier to handle, a tool 
of which you can be proud? Notice 
that I’m talking benefits to you again. 
Just to say that it’s chrome plated 
without attaching customer benefit, 
doesn’t accomplish anything in par- 
ticular. It’s the benefit of the chrome 
that is of interest.” 

The “Take a look” step moves rap 
idly and shouldn't require more than 
15 seconds on the average. It quickly 
calls attention to the things the cus- 
tomer sees at first glance, but in that 
short time may, as Snap-On terms it, 
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“satisfy a desire or allay a fear.’ An 
example: 

“Instead of talking about addition- 
al profits a tool will make for the 
customer, you might talk about the 
lost profits on the work this new tool 
will save for him. Instead of talking 
about the comfort of the handle on 
this tool, you might talk about how 
it will prevent skinned knuckles or 
broken fingers.” 

The “Take a hold” step in the 
demonstration doesn’t take over 60 
seconds, depending on the tool which 
It has to be kept 
moving or the demonstration becomes 


is demonstrated. 


Represented Neo 


EDWARD PETRY & COMPANY, INC. 


MEW YORE — CHICAGO — LOS ANGELES — ST. LOUIS 


DALLAS — SAN FRANCISCO — DFTRONT 


monotonous. It deals only with things 
that can be physically felt, such as 
balance, feel, etc. Almost every suc- 
cessful Snap-On man agrees that one 
ot the best ways to close a sale is to 
get the customer to feel and “heft’’ 
the item which is demonstrated. 
Through sense of touch, to which 
the “Take a hold” step appeals, the 
customer gains impressions of these 
points: weight, smoothness, balance, 
“It feels good,” the “grip,” “Parts fit 
nicely and operate smoothly,” sturdi- 
ness, as contrasted with flimsiness. 
All steps in the demonstration up 
to now have been building up to the 


CALL IT... 


.Al’S AN appealing 
advantage of 
THE DALLAS NEWS 


e Nothing under the sun is 
so stimulating to romance as 
the mesmerizing influence of a 
full moon. 

and nothing in North 
Texas is as enhancing to a sales 
story as the impelling influence 
of The Dallas News. Based on 
readers’ trust and respect, The 
News’ way with North Texans 
is urgent. ¢ onveyed to adver- 
tising, it quickens acceptance 


and rouses sales activity. 


e@ When you're courting sales 
in North Texas, nothing’s so 
stimulating as this potent influ- 
ence of The News— upon a 
larger circulation in a larger, 
2-county market. You've a 
right to anticipate a greater re- 
turn from your advertising in 
The Dallas Morning News. 


* POPULATION: 3,144,400 
— 39.5% of Texas 


© EFFECTIVE BUYING INCOME: 


$4,006,738,999 
— 38.4%, of Texas’ total 


® RETAIL SALES: $3,264,267,000 
— 39.7% of Texas’ total 


e FOOD SALES: $707,800,000 
— 38.3% of Texas’ total 


© GENERAL MERCHANDISE: 


$492,690,000 
— 47%, of Texas’ total 


© FURNITURE, HOUSEHOLD, RADIO: 


$159,108,000 
— 37.9% of Texas’ total 


® DRUG SALES: $105,605,000 
— 39.8% of Texas’ total 


© AUTOMOTIVE SALES: 


$709,455,000 
— 40.2% of Texas’ total 


(Soles Management, May 10, 1952) 


e AUTOMOTIVE REGISTRATIONS: 


1,235,025 
— 38.6% of Texas’ total 
(Texas Highway Department, 1952) 


* NEWS CIRCULATION: Weekdays — 172,305 


Sundays — 182,547 


(ABC Publisher's Stotement, Merch 31, 1952) 


Che Dallas Morning News 


dominating the 72-county DOUBLE DALLAS MARKET 


CeResmert &6 WOOOWARD 


ince REPRESENTATIVES 


“Take apart” step, which is the de- 
tailed step. ‘The men are told not to 
drag out the “Hey, You!”, “Take a 
look” and ‘Take a_ hold’ steps. 
Actually, all three steps may be com- 
bined into one sentence, if it’s well 
worked out. 

‘Take apart’? may be written two 
ways: either ‘Take apart” or ‘Take 
a part” at a time, working trom one 
end of the tool to the other, describing 
the purpose of each part and what it 
does. To do this, sales clinic attendees 
may follow the method suggested by 
the instructor: 

“It is an excellent plan in the ‘Take 
apart’ step—and all the others as well 

to have the customer “Take a part’ 
just as if he were an actor in a play. 
Just be sure he gets to be your hero: 
The spotlight is on him, even though 
vou are the narrator. So, the third 
nterpretation of the ‘Take apart’ 
step suggests that we put the custom- 
er into the act.” 

To do this, the salesman starts with 
the benefits which offer the greatest 
attraction and show the customer why 
he should have those benefits and how 
the tool will gain them for him. His 
desire is aroused, The “Take apart” 
step is the one in which the Snap-On 
man really does his selling, where he 
“bears down” and thoroughly covers 
all points. He doesn’t omit anything 
that might be of interest to the cus 
tomer. All benefits must be exposed 
to ascertain which one may arouse 
buying action. 

Outlined below are basic principles 
studied principles which help the 
Snap-On man to completely cover his 
story without omitting important 
po nts: 


1. Use a logical sequence: In dem- 
onstrating a plier, you wouldn't first 
talk about the sharp cutting edge on 
a side-cutter, then talk about the 
bowed handles, and then come back 
to the joint between them. Start with 
either cutting edge and mention all 
the points about the jaw; then cover 
the joint and work your way to the 
handle. The main thing is to follow 
a logical sequence, preplanned so as 
not to omit certain points. 


2. Put first things first: Don’t start 
out with minor points and then move 
to major ones. If you don’t cover 
major points first, your customer’s in- 
terest is likely to be lost and with it 
vour chance for a sale. A vital part 
of “logical sequence” is to put first 
things first. The outstanding feature 

and its related benefits—is usually 
a pretty good starting point. 


3. Be thorough: Mention all bene- 
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fit and product facts before you pass 
from one point to another. Cover 
minor points, but don’t do it to the 
extent ot boring your customer. You 
mention them all because you don’t 
know which benefit will appeal to 
your customer. Let him decide. The 
point you skip might be the one which 
would prompt him to buy. Don’t 
move so tast now. Be sure you are 
understood on each point, and take 
time enough to cover them all. 


4. Always attach a benefit to a 
product fact: To say that “This pair 
of pliers has a 9-inch handle” doesn’t 
mean a thing to a customer; but if 
you point out that the 9-inch handle 
gives: increased leverage and, there- 
fore, a tighter grip so that the water 
pump pliers may be used as a light 
pipe wrench, the customer can_ see 
why the 9-inch handles are valuable. 
Ultimate benefit: The 9-inch handle 
means that one tool only is needed 
for two different jobs. 


5. Get the customer to agree 
with you: No one likes to be made 
out a liar. That’s why it’s so hard 
to change a “no” to a “yes.”’” Once a 
man has heard himself say ‘“‘no,” he 
feels that everyone listening to him 
will consider him a liar if he reverses 
himself and says “yes” to something 
he has just turned down. 

That's a point the smart salesman 
recognizes. And what does he do? 
He makes it easy for his customer to 
agree. He does not give the buyer an 
opportunity to say “no,” but gives 
him many opportunities to say “yes.” 


6. Look into the customer's eyes, 
not at the tool: When you demon- 
strate a tool, particularly a larger one 
such as a valve refacer, wheel align 


er, etc., it’s sometimes a good idea to 
look away from the tool as you talk 
about it. Instead of looking into space, 
look right into the customer’s eyes. 

It indicates that you know what 
you're doing —that you've done it 
many times before and that the cus- 
tomer can safely put his confidence in 
you. It makes the proposition look 
easy, as if it’s difficult to do it wrong. 
And it lets you watch the customer's 
reaction, lets you see that he’s follow- 
ing you, lets you see what things seem 
to be of special interest to him. Do- 
ing something wrong while you're go- 
ing through this “easy operation”’ rou- 
tine destroys all the value of the dem- 
onstration. Be sure you know exactly 
what you're going to do. 


7. Don't get too technical: For the 
average customer, it is advisable not 
to go into involved details of types of 
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INSIST ON BIG 


HEINN'S ADVANTAGES 
tn Your Catalogs 


Richly good-looking, with unique 
three - dimensional cover effects, 
Heinn custom-designed binders in- 
vite full attention of your pros- 
pects. 


Carefully engineered mecha- 
nisms guarantee smooth opera- 
tion in the buyer’s office. Sheets 
turn easily and lie flat. And 
Heinn’s top-quality materials 
keep your binders working well 
years longer than you’d expect. 


When prices or descriptions 
change, you can issue an inexpen- 
sive insert instead of a whole new 
catalog. This kind of saving gives 
weight to the assertion: lowest 
operational cost per unit per year. 


Representatives in Originators of the 
Principal Cities Loose-Leaf System of Cataloging 


THE HEINN COMPANY 
324 W. Florida St., Milwaukee 4, Wis. 
information, please. 


[) Catalog Covers () Salesmen’s Carry-Cases [] Salesmen’s Binders 
CL) Proposal Covers (] Price and Parts Books (C) Plastic Tab Indexes 
C) Easel Presentations . Acetate Envelopes C) Sales-Pacs 

Sales and Instruction Manuals 


NAME TITLE 
COMPANY 
ADDRESS 
CITY STATE 


How to watch a (34S KING 
MERCHANDISING CIRCUS 


and never miss a thing! 


If your product is sold through retail 
stores the bulk of its sales must neces- 
sarily be in the 1,393 cities in which daily 
newspapers are published. 


There is wide variation in the merchan- 
dising situation in many of these cities . . . 
different merchants with different compet- 
itive attitudes...varying advertising intensity 
in behalf of other brands...variable consumer 
demand and variable brand acceptance in 
trade areas. 


ACB Research Reports enable a mer- 
chandiser to determine many of the 
variables in each market—to exploit the 
strength and bolster the weakness that 
his brand may have. All or any part of 
the 1,393 cities can be covered and each 
market can then be given the individual 
attention necessary to best results. 

ACB Research Reports are always made 
to the users own specifications as to 
territory covered — data contained — fre- 
quency, etc, They tell what advertising 
is running in each city on your brand or 
competitive brands. From this informa- 
tion important decisions can be made on 
sales and advertising strategy. 


Still other ACB Services are available 
to give visual sales tools to salesmen .. . 
to scout new developments ... advertised 
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price reports special auditing and 
certifying services on cooperative adver- 


tising campaigns and many others. 


Send for ACB’s New 
Tell-All Catalog... 


It’s brand new from cover to cover— 
48 pages—and as complete as we could 
make it. Describes fully each of the 14 
ACB services. Gives many case histories. 
Gives cost of each service or method of 
estimating same. Has complete directory 
of all daily and Sunday newspapers. The 
state breakdown of 1,769,510 retail stores 
is reprinted from recent U.S. trade census. 
Send for your free copy today! 


ACB reads every advertisement in every daily newspaper 


ACB SERVICE OFFICES 
79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. « Columbus 15 
161 jefferson Ave. * Memphis 3 
51 First St. «San Francisco 5 
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steel used, hardening temperatures, 
etc. He usually knows that any Snap- 
On tool is well made from the stand- 
point of material quality and manu- 
facturing processes. However, when 
calling on buyers for big firms, you 
may need technical information. To 
avoid embarrassment on your part, be 
sure you know the technical points. 


8. Assume that the customer never 
heard of the tool before: As a gen- 
eral rule, subject always to usual ex- 
ceptions, it’s sound practice to start 
from the beginning and cover every 
base, even though you may think your 
prospect knows all about the tool 
which is demonstrated. Few men will 
stop you if you assume that they know 
something about a tool, something 
they might reasonably be expected to 
know. Rather than expose his ignor- 
ance, the average man pretends to 
understand what you’re talking about, 
even if he doesn’t see the point at all. 
Be sure to cover all points. 


9. Build on solid ground: Be sure 
to solidly attach new facts to those 
he already knows. It’s like teaching a 
child the alphabet. If he knows 
through the letter “F,” you don’t start 
out with “G” without mentioning his 
present knowledge. You either start 
all over with “A,” or at least start 
with about ‘D,” to show him the con- 
nection between new facts and what 
he already knows. The same thing is 
true of tools: Start back far enough 
to cover all the points on which your 
story is built. 


10. Don't let a prop dominate: 
If you use a prop during your demon- 
stration, something on which you can 
demonstrate the tool’s benefits, be sure 
that it is subordinated to the tool. Use 
the prop as a helper only; don’t let it 
attract more attention than the tool 
does. It’s there to help make the tool 
look better. 

“The ‘Take along’ step is obvious- 
ly the close, and it’s the goal of your 
demonstration. All the way through 
the demonstration you suggest that he 
take it along. 

“Nlake trial closes at every step of 
your demonstration. If the prospect 
is willing to buy when you’ve started 
the ‘Take a hold’ step, take his order 
and get on to something else. 

“The same thing holds true in every 
other step of the demonstration. Con- 
tinually try for the order. You've got 
to ask for the order. A demonstra- 
tion is not complete unless you do. 
You demonstrate to get the order, so 
the sooner you get it the better. 

“If you have completed all the 
*Take’ steps, and the prospect still 


SALES MANAGEMENT 


SOUNDCRAFT MAGNETIC RECORDING TAPE 
Top quality for top fidelity. The kind of high-fidelity 


you always associate with professionals. 


FOR HOME MOVIE MAKERS! 


Wonderful Way to Make 
“Talkies” 


Soundcraft Magna-Stripe* lets you 
make sound movies as easily and 
inexpensively as silent films, Add 
sound to old silent films. Erase and 
change the sound any time at all! 
Magno-Stripe service is available 

to you at your photographic store. 
Ask your dealer about it. 


oS a 


“Bill, that’s what I call 
professional 


‘ 
You’ll never know how professional the sound you record on your 
tape recorder can be, until you use Soundcraft Magnetic 
Recording Tape. You’ll be thrilled by Soundcraft high-fidelity, 
delighted by the true-to-life reproduction. 

Soundcraft engineers are engaged in constant research 

for new methods, materials, processes. As a result, 

sound engineers throughout the industry — recording studios, 
radio and television stations, motion picture studios 

— demand Soundcraft Magnetic Recording Tape for the 
performance perfection they need. 

Next time you visit your nearest dealer, ask for 

Soundcraft Tape. Hear for yourself the professional 

results of the sound you record. ‘ 


REEVES 


SOUNDCRAF T.... 


Dept. C, 10 East 52nd Street, N. Y. 22, N. Y. 


FREE! SOUNDCRAFT BOOKLETS 

Complete information on Soundcraft 
Magnetic Recording Tape and Magno-Stripe. 
Yours for the asking — just write! 


hasn't suggested that he “Take along,’ 
then it’s up to you to suggest it.” 

Here the ‘sales clinic members in 
the Snap-On “‘schoolroom” have dem- 
onstrated for them various types of 
closes. Some of these, with examples, 
are: 


1. Minor-point close: (Questions on 
minor points give the prospect a 
chance to say “yes’’ without specific 
ally saying “I'll buy it.” For exam- 
ple, ask the exact spelling of the com- 
pany name so you can write it in the 
order, If he tells you how to spell it, 
you're on your way. Another method 
is to hold your pencil over the date 
line on your order blank and say with 
an inquiring look at him: “Let’s see 
today is the 16th isn’t it?” If he gives 
you the date, he has bought your 
product. And now don’t stop. Keep 
on writing the order. 

Other good closing questions are: 
“Do you want all your mechanics to 
learn how to use this machine?” 

“Wouldn't it be advisable to get 
used to this before your spring tune- 
up season starts? Then you'll know 
how to use it before you get busy.” 

“Do you want this delivered first 
thing Monday morning so we can 
teach all the men at once?” 


2. Split-Decision close—ask which" 
not "if": The “Split-Decision” meth- 
od of closing is one in which you ask 
the buyer not if he wants to buy, but 
which, where, what, when and how 
many he wants to buy. For example: 

“Which pipe wrench do you prefer 

the aluminum or the steel ?” 

“What payment plan do you like 
best—cash or deferred payment ?” 

“When do you want delivery - 
about January 15th” or 
30th 2” 

“Where shall I put the bench 


grindet 


January 


over here (logical place) on 
there behind the ai 


compressor ?” 
(Suggest a 


somewhat impossible 
place. The customer usually will cor- 
rect you and suggest the obviously 
better place.) 


3. Command close: — Fortunately, 
weak buyers who haven't the courage 
to make up their own minds, are rela 
tively few, but they must be ap- 
proached with a technique which is 
different from that used for the aver- 
age man. Be careful about how you 
use the following method, but with 
some of these boys, only a_ specific 
statement such as “ Now, okay it right 
here!” with a tone of finality in your 
voice and a sort of dictatorial atti- 
tude, will get them to buy. 

It's a dangerous practice and can 
be used effectively on very few peo- 
ple, but, with the faint hearted, no 
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other method will work. If the man 
balks and says he won't go along, 
then ask him why he won't. Again, 
you have another method of leading 
up to your close. 


4. The “misunderstand” close: Pre- 
tend to misunderstand—to the effect 
that the prospect really wants the 
tool. Suppose he has been hesitating, 
voicing objections, won't come through 
with an O.K. Then he agrees with 
you on an unrelated point, or asks 
about something relative to the tool. 
For instance, he might ask about a 
feature, and add that he likes it. 

That’s the time to “misunder- 
stand!” ‘That's the time to infer that 
the prospect wants the tool. With a 
happy smile, close by saying something 
like this: ‘Man, I’m glad you like it. 
You knew, you had me worried there. 
For a while I was afraid,I hadn't 
properly pointed out what the tool 
will do for you.” Many men are on 
the fence, and your “‘understanding”’ 
them to want the tool is often the 
clincher. Don’t stop writing or give 
him a chance to say anything—just 
keep on. 

He may not have meant to say 
“ves,” but your interpretation of his 
answer sort of nudges him over. Since 
he was close to buying anyway, he 
lets the order go through. 


5. For and against close: When a 
man has trouble making up his mind, 
is interrupted frequently, and you 
can't get him to concentrate on your 
proposition, it’s a good idea to make 
up a list of pro’s and con’s. 

Take a sheet of paper. Down the 
left side write the reasons why he 
should buy the item — the benefits 
which will be his: when he owns the 
tool. On the right side write the 
reasons why he shouldn’t buy. In this 
way you force him to pay attention, 
because a man always cranes his neck 
to see what’s written; he can’t help 
himself—his curiosity forces him to 
watch you. When he’s called away, 


he automatically gives you a starting 
point to which you can return. 


Thus, by listing all the items 
with emphasis on the reasons for buy- 
ing of course—you can balance the 
arguments “for” against the argu- 
ments “against.” You usually can ar- 
range them so that you come out with 
the order. 


6. The hunch close: Some men use 
the hunch close effectively. It’s one 
that can be used infrequently—usual- 
ly not more than once on the same 
man. It goes something like this: 
“Good morning, Mr. Customer, All 
morning I've had a hunch that some- 
one is going to order that tool I was 


talking to you about last week. I 
don’t know whether you’re the man 
who's going to buy it today, but I 
can’t help but feel that someone ts 
going to order one, etc, etc.” Pes 

Just why this method works, isn't 
very clear to anyone. Perhaps it’s 
because certain superstitious buyers 
feel some hidden urge to make 
hunches come true. 

Obviously, it won’t work on many 
buvers. If other methods of closing 
haven’t worked on some prospects, 
this might be one more to try. 

Finally, Snap-On sales strategy 
calls for a fast wind-up to the sales 
interview : 

“When you've closed a big order— 
get out! This doesn’t apply when 
you’ve sold a few sockets or some- 
thing like that, but when you’ve made 
a big sale, for heaven’s sake, get out 
right away! The longer you stick 
around, the more chance there is for 
something to go wrong. Here’s what 
might happen: 


1. He may change his mind. 


2. His wife may call up to say his 


house is on fire. 
3. The roof may fall down. 


4. A competitive salesman may 
walk in with a new model. 


5. A partner may come in and dis- 
agree with the purchase. 


6. He may start to worry about 
spending too much money and rue his 
bargain. 


7. Any one of a thousand more 
things may happen to queer your sale. 
Get out! Now! 


“There are exceptions, of course. 
If you've delivered the item right 
then and if you haven’t demonstrated 
or taught his personnel how to use it, 
you're going to do it, and do it then. 
If you don’t, the prospect may become 
discouraged with it before you come 
back on your next call. 

“Don’t high pressure a man into an 
order and then rush out without giv- 
ing him the whole story, because he 
may realize by tomorrow that he’s 
been high pressured, and he may call 
up and cancel the whole deal. It’s 
safe in a case such as that to spend 
a few more minutes with him, after 
you've got the O.K. Give him an- 
other sales talk. 

“Summarize the benefits and show 
him how he’// benefit by his purchase. 
Congratulate him on making a wise 
investment, again briefly but thor- 
oughly, so when you leave he will 
have a clear summation of all the 
reasons why his decision is a wise one, 
and then—get out!” 


SALES MANAGEMENT 


Regarding Your 


FEBRUARY 


1953 


1953 Advertising Gains 


Men who know the score agree that advertising will be up in ’53. One very 


reliable estimate says 5%. 


On a 1952 volume of $2 Billion (newspapers, magazines, outdoor, network and 


spot radio and TV) that would be a $100,000,000 gain. 


Your share of that sum adds up to a plump slice of melon. But... will you 
get your full share? You could insure your chances by reflecting where that 


increase is coming from... 


Shortages, pent-up demands and other factors that allowed selling to stay in 
low gear during the past decade no longer exist. Demand is starting to drag 
its feet. It’s as clear to sales executives as a shot-gun in the back that they 


must bring back strong competitive selling this year. 


That means more advertising—to revive sluggish buying impulses and . 
for some products . .. to cultivate new territories whose potentials mush- 


roomed in the Forties. 


Your 1953 national advertising gains will be the result of such decisions by 
sales executives. They have the first word on markets and... since they 
determine how much advertising is needed, and produce the sales that pay the 


advertising bill... they have the last word on media. 


The only sure, economical way to sell these MUST men is through their own 
magazine—SALES MANAGEMENT ... which, twice a month, influences the 
top buyers‘ of advertising in companies accounting for 94% of the national 


advertising in newspapers, magazines, radio and television. 


aks Monugemanl 


THE MAGAZINE OF MARKETING 
386 Fourth Avenue, New York 16, N.Y. 
333 N. Michigan Avenue, Chicago 1, I//.—15 East de la Guerra, P. O. Box 419, Santa Barbara, Calif. 
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Named by Bendix 


Harold P. Bull has been named national 
sales manager of the Bendix Home Ap- 
pliance division of AVCO Manufacturing 
Corp. Getting ahead in business like Mr. 
Bull are thousands of regular Wall Street 
Journal readers throughout the nation 

executives and their aides who make or 
influence decisions on planning, produe- 


tion, selling and buying. 


“TT” is for Teacher 


And she's one of 866,000 
regular "S.T.M." readers 


Almost all of America’s million 
public school teachers, principals, 
superintendents and other school 
officials see their own state teacher's 
magazine 

There is no other practical way for 
you to reach such a vast number of 
them with your advertising No 
other publication reaches more than 
a fraction of the school teachers in 
any given area or in the entire 
country 

With State Teachers Magazines you 
can advertise to one state, a group 
of states, or cover the country with 
the 44 publications. And remember 
that America’s school teachers influ 
ence 26,000,000 kids and through 
them, 10,000,000 homes 

For the full story write to Miss 
Georgia C. Rawson, Executive Vice 
President, State Teachers Maga 
zines, 309 N. Michigan Ave., Chi- 
cago 1, Illinois 


State 


TEACHERS 
Magazines 


(Continued from page 25) 


9. Without sacrifice of ethical principles, do you make a sincere 


effort to win for yourself the approval of those with whom you do 
business? 


1. I have never attached much importance to the matter of my being 
liked or disliked as long as I served my trade properly. 

2. In my opinion, most people seem to like me. 

3. Not only do I make such an effort, but I am continually trying 
to improve my understanding of the factors comprising a pleas- 
ing personality. I am aware that friendliness tends to remove 
resistance to the acceptance of ideas. 


Do you have in mind, ready for instant use, a logical sequence 
of ideas found to be most effective in removing basic objections 
which might be raised by a firm whose business you seek? 
1. No, I definitely need help in learning how to counter customer 
objections. 
2. I've learned a few of these ideas, however, I’m not well prepared. 
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3, Yes, I think I could earn a high mark on an examination. 


Are you careful about your personal appearance? 


1. I am inclined to forget the importance of looking my best every 
day. 

2. I believe I make a good impression. 

3. In addition to a methodical check each morning and during the 
day, I seek a frank opinion from members of my household. 


How do you rate your ability to transmit your convictions to 
your customers and prospects? 
1. Not high. Perhaps it’s because I lack convictions concerning 
matters about which I should hold strong ones. 
2. I’m fairly successful. 
3. I think I have developed a high degree of skill and effectiveness 
in convincing others. 


Do you agree wholeheartedly with the premise that any person 
who accepts the title of "salesman" automatically accepts the 
responsibility of overcoming every type of sales resistance? 


Not in the case of “unreasonable” customers or prospects. 


1. 

2. I have never given this matter deep consideration. 

3. Yes indeed. I firmly believe that a salesman must be highly suc 
cessful in persuading recalcitrant, uncooperative and unfriendly 
people to accept his point of view. 


If a customer or prospect doesn't make known to you his im- 
portant problems, have you developed sufficient imagination to 
enable you to discover one or more of them? 

1. Honestly, I don’t know how to go about this. 

2. I'm fairly successful. 

3. Yes, I've learned the secret of how to uncover major problems. 


Having learned the problems of your customers or prospects, do 
you generally have a clear idea where to find, and how to use 
the specialized knowledge within our company in planning 
solutions? 
1. I'm extremely hazy concerning this matter. 
2. Yes, if the problems require the assistance of our research people 
or equipment engineers, 
3. After I have become convinced, in the case of any such problem 
not ascribed to American Can Company's neglect or action, that 
a solution will be mutually beneficial, I know exactly how to 
proceed. 


When you succeed in making an important sale do you care- 
fully analyze what you said and did to overcome objections that 
were raised? 
1. I have never considered it necessary to do so. 
2. Occasionally. 
3. Having learned the value of such an analysis, I rarely fail to 
weigh every factor carefully. 


When you fail do you blame conditions beyond your control? 


1. I surmize that I have fallen for this temptation far too often. 

2. I feel that I have shown considerable improvement in my atti- 
tude on this subject. 

3. Whenever I undertake a sale I deem it my full responsibility 
to make it; therefore, if I fail, I carefully analyze the proce- 
dure employed in order to improve it. 
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Do you find it hard to decide what really constitutes "spending 
the Company's money wisely"? 
1. I probably should raise such a question in my mind more often 
than I do. 
2. I haven't been able to reach a firm conclusion 
3. I am certain that I can offer logical support of any expenditure. 


Every salesman has to resist the urge to spend too much time 
with “agreeable” customers and prospects. How do you rate 
yourself in this respect? 
1. On reflection, I realize that I am giving in to this urge much 
too often. 
. I'm making a determined effort to break this habit. 
. Through careful planning I have determined reasonably well in 
each case, how much time is necessary. I rarely exceed it. 


? 
2 
b] 


Do you recognize the importance of "'selling” your company 
associates on wanting to cooperate with you? 
1. Not if it takes too much time. 
2. Although I know I should always “sell” instead of “tell,” I some 
times overlook doing so. 
Just as I never order customers or prospects to do my bidding, 
I never find it necessary to attempt to force others to assist me. 


Is your daily effort in behalf of your company all that you think 
it should be in quality and quantity? 
1. Definitely not; I am striving to overcome a tendency toward wide 
fluctuation in effort from day to day. 
I am reasonably well satisfied with my daily effort. 
3. Only rarely do I feel at the close of each day that my very best 
efforts were not expended. 
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Do you ever complain about having “too much paper work" to 
perform in your office? 


1. Indeed I do; I have too little time to make calls. 

2. I rather suspect that my complaint masks a subconscious prefer- 
ence for the agreeable atmosphere of my office associations. 

3. A full discussion of the subject with my supervisor has resulted 
in a plan whereunder most of my clerical work has either been 
eliminated or assigned to an office assistant. 


Do you believe that the compensation you receive, including 
salary, various types of insurance, and pam contributions toward 
your annuity at retirement, is commensurate with your present 
value to your company? 

. No. I feel that I am underpaid. 

. I'm not certain. 

. Yes. I believe that my company is making an earnest effort to 

discover my abilities, and to pay me fairly. 


Have you made a sincere effort to seek guidance from your 
immediate supervisor, or from any company executive, con- 
cerning ways of improving your value to your company? 
t. I have not made such an attempt. 
2. Yes, but I haven't been given any help that I would consider 
intelligently constructive. 
3. I am well satisfied with the response to my request. 


When You Are No. 1, 
You're the Target 


American Can Co., New York, is big. But Canco confidently expects 
to get bigger by serving customers still better. Sales (and rentals which 
are not handled through the sales department) hit an estimated $620 
million last year. This year former can salesman and now President 
William C. Stolk predicts they'll be 10% more. That would be a 
whopping $682 million. 


Sales are produced by 125 salesmen in the United States and Canada. 
Using an average, each salesman racked up $4,960,000 in sales last year. 
Canco has some 5,000 contract customers, plus open order buyers. Ac- 
cordingly, based on the average, a Canco salesman handled 40 customers, 
who might specify any of the 2,200 types of metal, composit, or fibre 
containers, for each customer’s average purchase in 1952 of $124,000. 
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it costs 


38% less 


to advertise 


and sell SOAPS 
and CLEANSERS 
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anton, Ohio 
REPOSITORY 


In Canton, Ohio, where water hardness 
measures 29 grains, families spend 
38% more than the national average 
per year on soaps and cleansers 
Consequently, the soap or detergent 
advertising dollar invested in The Canton 
Repository reaches a market 38% richer 
than the average. On a cost-per-sale 
basis, then, it costs 38% less to secure 
soap and cleanser sales through Canton’s 
only daily newspaper — The Canton 
Repository. Get 38% more for your 
advertising dollar — be sure your 
schedule for soaps and cleansers inciudes 
The Canton Repository: 100% city zone 
coverage; 98.8% home delivered. 


yt ton 
KPOSUTORY 


A Brush- Moore newspaper represented 
nationally by Story, Brooks & Finley 


owned fleets, bus systems, taxi cab 

companies. There are case histories of 

HH OU successful campaigns designed to sell 
dual segments as well as the en- 

ee°8e individ gments as t i 


tire industry. Write to William 5. 
Wade, Advertising Director, Trans- 
portation Supply News, 22 W. Madi- 


P ° son St., Chicago 2, II. 
Booklets, Surveys, Market Analyses, Promotional Pieces i wet 


and Other Literature Useful to Sales Executives 
Roanoke Newspaper Market: 
Booklet published by The Roanoke 


Young Adult Market for Auto- = plans of Redbook readers. Write to Times and The Roanoke W orld- 
mobiles: Fourth annual survey con- Donald E. West, Director of Market News to demonstrate the interdepend- 
ducted by Redbook, providing data on Research, Redbook, 230 Park Ave., ence of the national advertiser and 
ownership and buying trends: 26.7% New York 17, N. Y. the local retailer, following the Bu- 
of present owners plan to buy a car reau ot Advertising 's slogan, All 
within the next year and a half— Business Is Local. : Data include: 
representing a 16.10 increase over How to Sell the Transportation development of the 25-county Greater 
the number of buyers reported in the Industry: Published by Transporta- Roanoke market during the past dec- 
magazine’s 1951 survey, and revers- tion Supply News, this booklet out- ade, pointing up the high family 
ing a three-year downward trend. lines the market and types of products coverage of the Roanoke newspapers 
‘The study indicates a large percent- and services which are effectively ad- 61 cities and towns this peg 
age of automobile ownership among vertised and sold to buyers in each of here are three intimate portraits: 
young adults as compared with other the segments which comprise the in- the three Rca ott newspaper markets 
age groups. There is detailed infor dustry. It’s a four-fold multiple mar- of Virginia, their i igger mga’ — 
mation on makes of cars owned, ket because of the various segments: and characteristics; the city of Roa- 
owner loyalty and future buying highway carrier companies, privately noke and the market area; Roanoke 
: newspapers, their aims and coverage; 
Roanoke, the test market. Write to 
Barton W. Morris, Jr., Promotion 
Manager, The Roanoke Times and 
The Roanoke W orld-News, Roanoke, 


NW 982y- SIOUXLAND | ®: 


37 STATES The Greater Oklahoma City 
Market: Fact file from The Daily 
LS FARM INCOME Oklahoman and Oklahoma City 


Seles Management Times: population, families, diversity 
of income and resources, Oklahoma 
Sell thie RICH agri- City’s growth since 1940, retail out- 
cultural market with lets, principal cities in Greater Okla- 
the dominating circu- homa City market, effective buying 
lation of The Sioux income, gross farm income and num- 
City Newspapers. ber of farms, farms with electricity, 
motor vehicles, trucks and tractors 
< ‘ . . on tarms, retail trade, wholesale 
Che Sioux City Suurnal trade. Write to Charles Neel, Na- 
JOURNAL-TRIBUNE tional Advertising Manager, The 
' Daily Oklahoman and Oklahoma 
City Times, Oklahoma City, Okla. 


CAN'T Cover ort Carolina Without the ... 


+ Sw J ; RE . — WINSTON-SALEM TWIN CITY 
The Winston-Salem JOURNAL The Winston-Salem JOURNAL 


& SENTINEL are the ONLY papers & SENTINEL are the ONLY papers JOURNAL and SENTINEL 


completely blanketing an important in the South offering a Monthly Gro- MORNING SUNDAY EVENING 
9-county segment of North Carolina. cery Inventory—an ideal test market. ational Representative: KELLY-SMITH COMPANY 


1/Sth of ALL North Carolina FURNITURE SALES 
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* FOOT NOTE 


$19,303,000 

According to 
Sales Management 
1952 Survey of 

Buying Power 
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SALES MANAGEMENT 


“We've Been Gypped by 
‘Bait’ Advertising...” 


That's the complaint Better Business Bureaus hear from 
consumers who've heeded "misleading'’ advertising of 
food freezer plans and slick TV repair deals. Bureaus 
across country are swinging a sharp meat axe... 


Since dozens of overnight food 
freezer plans and hotshot TV repair 
outfits have ricocheted across country, 
leaving an echo of misleading ad- 
vertising in consumer ears, there’s 
been little peace in local Better Busi- 
ness Bureaus. 

People are getting gypped, and 
they're letting Bureaus know about it. 

Bureaus are not concerned with 
food freezer plans as a method of 
merchandising, recognize valid sales 
arguments for them. In many ways a 
ettect savings 
through bulk purchase of foods. But 
too many complaints come in, think 
the Bureaus. They want to slow 
down the muzzle velocity of food 


omplicated TV “deal” 


treezer-owne! may 


treezer and 
advertis ny. 

As SM. reported Oct. 15, 1952 
(“Is the Food Freezer Plan Here to 
Stav?): “In too many cases the 
freezer full of food is sold on install- 
ments at too high a price. The plan 
has raised objections from butchers, 
grocers, bankers, appliance retailers 
and manufacturers.” Part of the ob- 
jection comes from radio. TV and 
newspaper blurbs. 

From Boston to San Francisco, the 
complaints keep rolling in. 


On freezer plans: 


1. ‘Vhey advertised beef at 60c a 
pound, but their advertising didn’t 
mention I had to buy a $450 freezer 
and a whole side of beef. 


2. When our local retailer has 
weekend food sales, his prices are of- 
ten lower than 
prices. 


freezer food plan 


3. They didn’t tell me I'd. be 
charged for meat delivery and cutting- 
up. 


4. | bought a new freezer, | 
thought. Actually it was second-hand. 
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On TV repair and sales: 


1. Advertising emphasized I would 
receive a $125 diamond studded wrist 
watch with the purchase of a new 
TV set. Later I found the watch had 
a retail value ot only $40, contained 
rhinestone settings, not diamonds. 


2. ‘The announcer said whoeve1 
recognized a ‘‘mystery tune’ could 
dial a certain number, identify the 
tune, win a discount of $100 on a 
new TV set. They played the “Star 
Spangled Banner.” I called, won the 
discount, bought the set. Later the 
BBB told me that the advertiser 
marked up the set to cover the dis 
count. 


3. Repairman loaded my set with 
used parts, then charged me for new 


ones. 
4, Overcharged on repairs. 


Why the freezer plan sore spots? 

Sasically, food freezer plans make 
it possible for consumers to cut food 
costs by purchasing foods in bulk and 
at reduced prices through the purchase 
of a home freezer. Usually the 
buying-plan “seller” is a retail dealet 
of home freezers. Whoever buys a 
freezer becomes a “member” of the 
plan and is thereby entitled to buy 
frozen foods—fish, poultry, _ beef, 
fruits, vegetables—from a 
(usually a distributor) tied in with 
the dealer. Of course members must 


source 


.. + To Stop It— 


purchase foods in quantity. 

Most such plans are in themselves 
honest, but often the advertising of 
them is distorted, misleading and ex- 
travagant. Some dealers, according to 
Better Business Bureaus, purposely 
make advertising claims vague, so as 
to drain hidden fees off the customer 
once he has signed for the plan. It is 
this “bait” advertising that the BBB 


objects to. 


In Boston the BBB has targeted 
specific advertising sins which are 
typical. “Even now,” says the BBB, 
“most advertising plays down or does 
not mention that there is necessarily 
a finance charge on the freezers, on 
the meat, and undoubtedly on othe1 
costs. Nor do they make clear that 
the per-pound cost of meat covers 
fat, bone, waste.” The common ad 
vertising malpractices in Boston: 

1. Superlative claims, such as 
“lowest possible market prices.” 


2. Statements such as “Save hun 
dreds of dollars every year.” Actually, 
the amount of savings is problemati- 
cal, dependent upon future conditions 
over which advertisers have no con- 
trol. 

3. Advertising the term “whole- 
sale” in various ways so as to imply 
that the freezer or food is offered at 
wholesale prices. The Boston Bureau 
has no evidence that freezer plans en- 
able a purchaser to obtain food at 
wholesale prices. 


4, Advertising so as to imply that 
the company selling the freezer is in 
the food business when such is not 
the fact. 


In San Francisco still another food 
plan gripe; says the BBB: “We now 
feel the effects of misleading represen 
tations made four months ago to 
people of medium to low-income 
means.” The Bureau reports. that 
consumers were led to believe that 
they bought sufficient food for a six 
month period and were told that thei 
savings through the plan would re- 
sult in their acquiring the freezer 
free of charge. 


Bureaus recommend that advertising media refuse 


to accept copy that makes extravagant and con- 


fusing claims. In many cities, Bureaus have called 


meetings with advertisers to set copy standards. 
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Personal..."Different”... 
The Perfect Gift 

For Colleagues... 
Customers... Salesmen... 
Friends 


Exvecull ES 


AR K Y 


@ ONE TIE OR TEN THOUSAND 

@ FOUR-IN-HANDS OR BOWS 

@ ANY COLOR—ANY NUMBER OF 
COLORS 

@ ALL-OVER PATTERNS OR MODERN 
“SPOT” DESIGNS 

Your own product or trade mark distinc- 

tively printed on finest silk foulard! Not 

gaudy “gag” ties, but true luxury neck- 

weor top executives are always proud to 

weer. Yet those who see and wear these 

ties are constantly ond subtly aware of 

your product! All ties ore designed and 

produced in our own plant, to meet your 

exact specifications. 


Phone Wire Write 
FOR FREE DESCRIPTIVE CIRCULAR 


DSAKY, o.cisiies 7e 


oe Milwaukee Ave. « Chicago 10, Ill. « MOnroe 6-7814 


Mark your product 


-with a 
METAL NAME PLATE 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 
standout identification which reflects your 
product's quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 272, Ill., Dept. J 
Subsidiary ef Dedge Manutacturing Corporation, Mishawaka, indiana 
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Yet, now that four months have 
elapsed, many families no longer have 
food in the freezer, but they still have 
two payments on food to complete the 
six-month food contract—plus 18 
months payments on the freezer. Re- 
sult: During the next two months 
they must not only pay on the food 
contract but provide food for their 
families. Obviously some families are 
unable to do this and may lose their 
investments in the food freezer plan 
because of ‘Too, their 
credit standing may be impaired. 


repossession. 


In Dallas the BBB is concerned 
with “widespread gyp practices 
which have accompanied the rapid 
growth of this industry . In which 
racket operators have devised numer- 
ous schemes to ‘short’ the customer.” 
The Dallas Bureau thinks customers 
ought to ask themselves five questions 
before entering the plan: 


1. Do you know vou must buy, pay 
for and store a whole beef side, or a 
substantial part thereof? 

2. Do you know you must pay for 
trimmings and fats you wouldn't 
want to eat? 


3. Do you know this makes the 
price per pound for steak and other 
cuts actually much higher than those 
advertiesd ? 


4+. Do you know that even a “‘satis- 
taction-or-your-money-back” guaran- 
tee is worthless, if the seller is no 


longer around to honor it? 


5. Do you know no guarantee is 
any stronger than the guarantor? 


‘These questions, of course, are 
purposely watered down in much ad- 
vertising. Now Better Business Bur- 
eaus are getting advertisers to adopt 
strict advertising standards, so that 
the prospect can find out in advance 
what he’s getting into. 


The TV sore spots: 


New York City, Minneapolis, Bos- 
ton, San Francisco and Dallas Better 
Business Bureaus come up with these 
complaints: (1) overcharging for re- 
pairs; (2) charging for unnecessary 
repairs; (3) misleading advertising 
for new and used sets, and for repair 
“propositions,” 


In Chicagothe BBB finds, in news- 
paper and radio copy which advertises 
new TV sets, that copy often fails to 
include—in announcing price—all of 
the mandatory charges necessary to 
obtain delivery of the merchandise. 
For instance, a 21-inch set selling for 
$249 was advertised as such; but to 


obtain the set, advertising respondents 
were required to pay from $325 to 
$350. Additional charges included 
tax, warranty charge, installation and 
delivery charge. 


In San Francisco 2,500 complaints 
involving TV service and sales were 
chalked up by the BBB last year. 
Many complaints on file reveal at- 
tempts to sell new sets by claiming 
old ones are not worth repairing, 
and claiming that sets cannot be re- 
paired in the home. 


In Dallas the BBB says: “Our TV 
advertising was fairly clean until 
August, 1952. Then offers of TV 
sets at extremely low prices began to 
appear—when in fact the purchaser 
had to buy other equipment or pay 
other charges in addition to the ad- 
vertised price. 

In Boston, when 200 complaints 
were received against TV Hospital, 
Inc., a local “repair firm,” the BBB 
and Boston police investigated, found 
the firm used all the “tricks” in the 
trade, promptly prosecuted leaders 
affliated with it. 

TV Hospital was fined $500 for 
untrue and misleading advertising; 
$500 for conspiracy to steal; and in- 
dictments charging 15 counts of lar- 
ceny were placed on file on a plea of 
guilty. Manager of the outfit was 
given a two-year suspended sentence, 
fined $1,000. Advertising in local 
newspapers offered TV servicing and 
contracts at low prices, representing 
corps of expert technicians, feet of 
radio equipped cars, 30 minute service 
free loaners, and TV insurance. Yet 
principals of the scheme operated 
from various addresses and blind tele- 
phone numbers. Worse, set owners 
who became entangled found: (1) 
they were loaded with unnecessary 
charges; (2) the set would not oper- 
ate or was worse than before. 

If other cities would follow the 
Dallas plan, abuses would automati- 
cally cease. The Dallas BBB called 
a meeting of the industry, adopted 
rules for the advertising of TV sets 
and repair schemes. Now Dallas 
newspapers, radio and TV stations 
refuse to accept advertising violat- 
ing these rules: 


New York City Better Business 
Bureau has followed a similiar plan; 
it has issued a bulletin to the trade 
and to all advertising media, recom- 
mending (1) that no prices be men- 
tioned in the advertising of television 
service, (2) thac “free estimate” 
offers not be used, (3) that any 
“guarantee” mentioned in the ad- 
vertisement be specific as to duration 
and actual terms. 
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THIS MAN tape-records sales points of complicated diathermy equipment. Later, 


medical men will hear his voice and see close-up slides of diathermy in operation. 


How to Demonstrate 
The Impossible 


If your product is technically com- 
plex and physically impossible to dem- 
onstrate, how can you train dealers 
and salesmen to persuade prospects to 
buy “sight-unseen”’ ? 

That was the problem faced by 
American Surgical ‘Trade Association, 
Chicago, whose 260 members—manu- 
facturers, dealers and importers of 
surgical equipment could not dem- 
onstrate to medical men the operation 
and sales features of diathermy equip 
ment, X-ray machines and other com- 
plicated gear. 

The Association now swings into its 
third year with a presentation based 
on magnetic tape recorders and 
colored 35mm slides. Object: Repro- 
duce on slides what the prospect 
would see during an actual close-up 
demonstration of the equipment ; tape- 
record a script to accompany the 
slides. 

Cost is low. 

The media can be capably handled 
by non protess onals, 

Here's how vou could do it: 

1. Select a technical product, 
photograph all important details. 

2. Photograph product in use, to 
emphasize operation, selling points. 

3. Arrange photos (which have 
been made into slides) in logical se- 
quence and write a script to tie in 
with slides. The script may be slanted 
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to (1) show salesmen how to sell 
product; (2) show prospect product 
value, operation; (3) both. 

4+. Record script on Scotch sound 
recording tape, time script in relation 
to slides. Voice can be salesman’s, o1 
protessional speaker's, 

Many ASTA presentations are di 
rected toward sales training, since 
training men to sell equipment in this 
field is a major problem. Other tape 
slide presentations are aimed primarily 
at the end user. For example, a pres 
entation dealing with a skin-grafting 
machine is used where actual demon- 
strations are impossible. By watching 
color slides and listening to tape- 
recorded commentary, the customer is 
taken through an actual skin-grafting 
operation showing — step-by-step 
how the device is actually used. 

When ASTA presentations are 
ready for distribution, they are pub- 
licized through the Association jour 
nal or special bulletins. Dealers ob- 
tain them directly from the manufac- 
turer, either on a loan or purchase 
basis. 

Since the program was adopted 
three years ago, it has grown rapidly. 
Another ASTA use may be on the 
way: a tape-slide series on medical 
equipment which will enable dealers 
to better train their repairmen in 
trouble-shooting and service work. 


% Detroit Market—write to the Pro- 
motional and Research Depart- 


ait 


457,930 Weekdays 
559,134 Sundays 


Highest weekday and Sunday circulation of 
any Michigan newspaper, exclusive of pre- 
dates. 


A.B.C. figures for 6-month posted 
ending September 30, 1952 
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The Detroit News 
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On the job! 


Our volunteer speakers are 
saving thousands of lives to- 
day ...in factories and offices, 
at neighborhood centers and 
.at organization meetings all 
over this land... showing peo- 
ple what they can do to pro- 
tect themselves and their fam- 
ilies against death from cancer. 
For information just telephone 
the American Cancer Society 
or address a letter to “Cancer,” 
care of your local Post Office. 


American Cancer Society 


While for the year as a whole our 
forecasts fell somewhat short of actual 
results, on a month-to-month basis, a 
high degree of correlation will be 
noted between the forecasts and ac- 
tuals. The direction of movement was 
correctly forecast for all but one 
month. 

Among those states reporting bet- 
ter-than-average performances for this 
February (as opposed to February 


Retail Sales Forecast For February, 1953 RAN aes DBiteoee  Cuuebaticet. 


The volume of retail sales in Feb- 
ruary is expected to total $12.2 bil- 
lion, a 4% increase over February of 
1952. Since last February had an ad 
ditional selling day (being a Leap 
Year), the current performance is a 
good one, reflecting a continuation of 
the optimistic retailing atmosphere 
which has carried over from the very 
good Christmas season which closed 
the year. 

It is now clear that the volume of 
retail sales in 1952 will top $163 bil- 
lion, an all time high, though due in 
part to the new way the Department 
of Commerce now defines retail trade. 
The sales of outlets which may go 
out of business during the year, 
amounting to perhaps $2 billion, had 
not been previously included, but is 
now part of total sales, 

This may be a good time to re 


Florida, Georgia, Louisiana, Texas, 
capitulate our monthly retail sales ond Weemine 
‘ g. 
sorecasts over ~ past ae § and roe Leading cities, those with city- 
pare them with the actual percent o national indexes well above average, 
change over the preceding year as re- are Paducah. Ky. 135.0: Lensine 
. " « « all, V., . Vy 4 : £> 
ported by the Department of Com- Mich.. 120.3: Casper Wvo.. 113.7: 
merce about one month after publica- Wichita Keone 1129: Tuceon. Ariz. 
tion of the SALES MANAGEMENT 112.8; Corpus Christi, Tex., 112.8; 
forecasts: San Bernardino, Cal., 111.8; Pensa- 
Percent Change in Retail Sales cola, Fla., 111.5; Hempstead Town- 
1952 compared with same month in 1951 ship N.Y., 111.4: Elmira, N.Y.. 
! ‘ 
—— —_ 110.4; Augusta, Ga., 110.0; Ports- 
January —7% na , 4 
February 4%, mouth, Va., 109.4; Shreveport, La., 
March 4%, . 109.4; Albuquerque, N.M., 109.2; 
April 7% Albany, N.Y., 109.0; Worcester, 
° | . ‘ Ar 2 
8 “4 L Mass., 108.9; Columbia, S.C., 108.5; 
une + 3% “ ee j ny ; 
July 6% St. Petersburg, Fla., 108.1. 
August 44, ? . > 
September 5%, Sales Management's Research Depart- 
October 4%, ment, with the aid of Market Statistics, 
November 4%, Inc., maintains running charts on the 
December +-6% } (preliminary ) business progress of more than 200 of 
the leading market centers of the coun- 
Averaye for Year -{-2.3% try. Monthly data which are used in the 
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ETAIL SALES TRENDS 
1929-1953 
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Billions of $ per month 
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Sales Adjusted 
for seasonal and price change © 
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Rotail sales in February wil! total $12.2 billion, reflecting the normal amounts to $7.4 billion. The break between 1950 and 1951 reflects 
seasonal drop. However, when adjusted for seasonal influences and a change in the Department of Commerce definition of retail sales 
price change, this volume of sales in terms of 1935-1939 dollars to include sales of outlets going out of business during 1952. 
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SALES MANAGEMENT 


measuring include bank debits, sales tax 
collections, Department of Commerce sur- 
veys of independent store sales, Federal 
Reserve Bank reports on department store 
sales 

The retail sales estimates presented 
herewith cover the expected dollar figure 
for all retail activity as defined by the 
Bureau of the Census. The figures are 
directly comparable with similar annual 
estimates of retail sales as published in 
SM’s Survey of Buying Power 

Three Index Figures Are Given 
the first being “City Index —1953 vs. 
1939.” This figure ties back directly to the 
official 1939 Census and is valuable for 
gauging the long-term change in a mar 
ket. It is expressed as a ratio. A figure of 
400.0, for example, means that total retail 
sales in the city for the month will show 
a gain of 300% over the same 1939 
month. In Canada the year of com 
parison is 1941, the most recent year of 
official sales Census results 

The second figure, “City Index, 1953 
vs. 1952,” is similar to the first except 
that last year is the base year. For short- 
term studies it is more realistic than the 
first, and the two together give a well 
rounded picture of how the city has 1] e " 
grown since the last Census year and 
how business is today as compared with Be it ever so humble— 
last vear 

The third column, “City-National In- ih 
dex, 1953 vs, 1952” relates the city’s lhis famous line from “Home, Sweet Home” is still 
change to the total probable national ’ : 
change for the same period. A city mas the most important guide post to your sales success. 
have this month a sizable gain over the 7 : J 
same month last year, but the rate of Although most homes of today are equipped with 
ie ae ae oe modern conveniences, the strength of the home comes 
above 100 indicate cities where the from its being humble. It’s sanctity has never been 
oon a ag Ame oe ge challenged. It’s the bulwark of a strong nation. The 
derived by dividing the index figure of home is where families gather to live over again the 
OS i Deller Flowe, S baiiions,” on happenings of cach day — discuss their joys or sorrows 
the total amount of retail sales for the work out their common problems — to plan for their 
projected moeth. Like elf esate: sf future and to make the buying decisions that are so 
what is likely to happen in the future, : . 
both the dollar figure and the resultant important to you. 
index figures can, at best, be only good ta , ' ; i 
approximations, since they are necessarily Ihe Localnews Daily is a regular member of the family 
projections of existing trends. Allowance i . . 


E aaa a i es tienes Vor te because it reflects what they talk about — the news of 
expected seasonal trend, and cyclical local people, local stores and products that form SO big 


ag cg ee a a part of family life. The home is where your sales 
together will provide valuable informa- start or stop. 

tion on both rate of growth and actual 
tue of 2 City mashet. With big sales quotas facing you in 1953, your adver- 

These exclusive estimates are fully pro- vb Be eo) M desthedt o.2 

tected by copyright. They must not be tising in these localnews dailies takes on added 
reproduced in printed form, in whole or importance “Re it ever so humble ee ee there’s no 
in part, without written permission from ; : S 


SALES MANAGEMENT, IN« better place to start your selling job. 


* Cities marked with a star are Pre- “LOCALNEWS DAILIES—basic advertising medium” 


ferred-Cities-of-the-Month, with a level 
of sales compared with the same month 
in i951 which equals or exceeds the’na- 


tional change. 
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(S.M. Forecast for February, 1953) 
City 


e 
tee Special Agency, /nc. 
1953 1953 1955 (Million) 


vs “s vs. February NEWSPAPER REPRESENTATIVES 
1939 1952 1952 1953 


NEW YORK e DETROIT e¢ CHICAGO e BOSTON 
UNITED STATES PHILADELPHIA ¢ PITTSBURGH e@ SYRACUSE 
444.3 104.0 12213.00 


FEBRUARY 1, 1953 


ONE OF NEW ENGLAND'S BEST | Biddeford-Saco 
7—Ways Better 


No matter what you're selling . . . they’re Largest market in Maine’s lead- 


buying more of it in Middletown. ing sndustrial county, with 1.13 
. where per family averages top state 


and nation in all 7 categories: pay envelopes per family, offers 
a 87.319 advertisers a sales impact that’s 
Retail Sales .. . . $4,967 a sure quota buster. 
Food Sales... . $1,264 p 
© 


General Mdse. Sales . . . . $500 Family retail sales are $3,224. 
Furniture-Household Sales . . $232 ; 
Automotive Sales... . $793 + 
Drug Sales... . $160 — furniture — drugs in any- 


That’s a lot of groceries—autos 


FLASH—1952 sales and income are up body ’s scorebook. 
again. We'll soon be able to tell you 


he ful , _ . - 
the full chery The Biddeford Journal is read 


Use the Press to tell your sales story. - oro 
It's the only paper that completely in 95 /¢ of all the homes, Its the 
covers the Greater Middletown Market 
(Middlesex County). Not even all the 
incoming, non-local papers can match this market. 
it, any one merely scratches the surface. RETAIL SALES 


(S.M. Forecast for February, 1953) 
You always get more City 


in Middletown. | City City Nat'l THE BIDDEFORD 


Index Index pone . 
THE MIDDLETOWN PRESS I s Teen JOURNAL 


| 
| « MIDDLETOWN, conn Alabama BIDDEFORD, MAINE 


sure, economical way to sell 


“ee % Birmingham Represented by 
ee DATION AL REPRD UMTATIVE Gadsden 


The Julius Mathews Special Agency * Mobile .., The Julius Mathews Special Agency, Inc. 
Montgomery 


The Federal Reserve  S7z2"° For Sale 


w% Tucson 


Bank Says So Mk ark You can buy the good-will and 
ansas 


brand loyalty of 41,900 families in 


Fort Smith . 
pp en a single compact market that of- 


Pittsfield’s bank transactions for % Little Rock 
1952 reached the all-time high of | fers the greatest concentration of 
$525,900,000 according to the Fed- | Ggiifornia buying power in Essex County. 
eral Rese a Bank. This is 9.54% | gi verstiets Here’s a record of their activities. 
above 1951 and 163° greater Berkeley 
than 1941, Fresno 

*% Long Beach 


With this barometer as your guide, * ew $157,941,000 soles 
you can expect even greater re- * eed : $48,903,000 sales 


sults from your 1953 advertising we Riverside .. $10,950,000 Gen. Mdse. sales 
in Pittsfield, Massachusetts. Sacramento $6,115,000. . .Furniture-Household sales 


a we Sen Bernardino $19,296,000 Automotive sales 

The people have the money—-em- % San Diego $5,126,000 estes 

ployment is at a peak, but the job = a Pioores 
7 one . an Jose . : 

of selling is yours. Gite Gitee ’ They can be reached profitably 


; aioe ; Stockton .. through the Salem Evening News. 
With a campaign in the Berkshire Ventura ° 


Eagle, reaching 100° of the city 
homes and 70% in the county, Gubesnie tive coverage of the entire Salem 
you will be off to a big start ia a ion City Zone. 

towards another banner year in See ee aa , 


Pittsfield. Pueblo .. ' THE SALEM 
TRE SERS MISE | Commection EVENING NEWS 
E A o L E chm | | | SALEM, MASS. 
% Middletown ; 
PITTSFIELD, MASS. New Haven 3 Represented by 


% Stamford The Julius Mathews Special Agency, Inc. 
The Julius Mathews Special Agency, Inc. we Waterbury 102.9 9 


The only daily that offers effec- 
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RETAIL SALES RETAIL SALES RETAIL SALES 
(S.M. Forecast for February, 1953) .M. Forecast for February, 1953) (S.M. Forecast for February, 1953) 
City City City 
City City Nat'l City City Nat'l City City Nat'l 
Index Index Index $ Index Index Index $ Index Index Index $ 
1953 1953 1953 (Million) 1953 1953 1953 (Million) 1953 1953 1953 (Million) 
vs vs vs February vs. vs. vs. February vs. vs. vs. February 
1939 1952 1952 1953 1939 1952 1952 1953 1939 1952 1952 1953 


Delaware Indiana Louisiana 
% Wilmington 442.6 107.7 : Evansville % Baton Rouge . 103.3 
w% Fort Wayne . : % New Orleans .. 8 101.7 
* ° ° Gary ..... . % Shreveport 109.4 
District of Columbia Indianapolis 
Washington 402.5 99.1 Muncie . . e 
South Bend : : : Maine 
Terre Haute 


Florida : ¥ Bangor 


Lewiston- 
% Jacksonville 5 Auburn 


% Miami lowa % Portland 
vt tec Cedar Rapids . 
ensacola 
Davenport 
% St. Petersburg Des Moines Maryland 
*& Tampa Sioux City A % Baltimore -- 398.7 
Waterloo “a ; q Cumberland .. 282.5 
Georgia 
% Atlanta ; Kansas Massachusetts 
we Augusta 
% Columbus 


Macon 
*% Savannah 


% Hutchinson ; Boston ; .. 249.0 
Kansas City Fall River ..... 279.7 
we Topeka .. : ’ Holyoke .. 308.5 
% Wichita ; Lawrence 261.1 
Lowell cove Oeeue 
Lynn .. 340.4 
New Bedford .. 288.6 
Kentucky %& Pittsfield .. 313.9 
Lexington 98.2 Salem re 
% Louisville . ‘ 100.1 .39 Springfield . 292.8 

Idaho we Paducah . 612. 135.0 Worcester 361.0 1133 108.9 


Hawaii 
% Honolulu 


Boise J . 8 . en 


Illinois 


% Bloomington ... 361.2 . . | Portland MAINE 
Champaign- » | 


Urbana . 421.8 J ‘ | s 
Chicago .. 356.7 . Best for Testing 
Danville 372.4 2 ; | 

Wea a cor ae Portland is a basic New England test market because... 


age gs " The size is right—the largest metropolitan county area north of Boston. 


Peoria ...... . 80 | A good sized sample! 
Rockford 


Springfield 1s | It's big business—largest wholesale and distribution center north of 


Beston. 


It's self-contained—a well-defined and closely knit market easy to 


PADUCAH’S | cultivate. 


ayy Its newspapers are ready and willing to extend merchandising coopera- 

Ridin tion. Portland's newspapers offer the largest circulation north of 

High ! | Boston with complete coverage of Portland and surrounding areas not 
reached by any other newspaper. 

Nation's No. 1 High Spot City. A well-balanced economy where diversified industries and farming 


$950 million atomic energy plant 
going up—plus world’s largest 


electric power pool. It's the hub of Maine's transportation network—railroads, airlines, 


Bank clearings up $205,340,806 to . 
$584,485,465 1950-1952. ships and buses. 


Good time to advertise in— Portland's record as a test market has been proven many 


The Padueal GunDemacrat — 
29,513 Paducah, Ky. R.0.P. PRESS HERALD @ ‘EVENING EXPRESS 
ABC Color SUNDAY TELEGRAM 


Burke, Kuipers & Mahoney Represented by The Julius Mathews Special Agency 


provide year-round employment and a stable income. 
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Altoona, Pa. 
is a good 


TEST MARKET 


...@s many important 
factors PROVE! 


> It's well isolated from other cities. 
> It has typical distributive outlets. 
® lis citizens have average incomes. 


> It has a splendid mixture of indus- 
try and farming. 


> it has excellent year-round stabil- 
ity and a good record as a test 
city. 

® Also, the Altoona Mirror is a co- 
operative evening newspaper. It 
completely blankets the market. 


ALTOONA'S ONLY 
EVENING NEWSPAPER 


RICHARD E. BEELER 
Advertising Manager 


Altoona 
S2trror. 


DUST NEVER 
SETTLES ON 
POST-ADVERTISED 


BRANDS 


A moving product gathers 
} p no dust. 
~m 


The POST, sales stimulator 
extraordinary, keeps your product 


ole flowing through retail channels. 
The POST and ONLY the POST 


reaches, influences and sells 


Salisbury—Rowan. 
A Test will convince you. 


Do it now. 


— 


How Big Is 
Little Falls, N.Y. ? 


When retail sales exceed total 
income by $647,000 (514°7) it’s 
a sure sign that the city’s influ- 
ence extends far beyond _ its 
borders. This is 37°) above U.S. 
average. Little Falls is such a 
market. It is the retail sales cen- 
ter for 30,000 people who patron- 
ize its up-to-date stores, and 
account for $29,102,000 in retail 
sales—$8.730.000 for food—-$41.- 
656,000 for automotive sales 
$2.037.140 for drugs. 


The Little Falls Times is the 
family newspaper in 75°. of the 
homes in the entire market. It 
brings the daily news and selling 
messages before these active 
spenders 


Little Falls Times 
Little Falls, N. Y. 


The Julius Mathews Special Agency, Inc. 


aR F ae a ‘ee "1952 BRAND PREFERENCE SURVEY 
; Oreeees Ter Vearuary, 2955) (FOODS) now ready. Write for your 


City es 
FREE copy. 
City City Nat'l ad 


Index Index Index ~ 
1953 1953 1953 (Million) 
vs. vs. vs. February 
1939 1952 1952 1953 


Michigan THE SALISBURY POST 

Ww Battle Creek ... 2 Sal.sbusy> North Casalina —~v 
Bay City 
Detroit 

% Flint 
Grand Rapids - | WARD-GRIFFITH COMPANY 

% Jackson . . . Representatives 
Kalamazoo 

w& Lansing 

%& Muskegon 

w® Pontiac 

% Royal Oak- 

Ferndale 


Brgy A Word 


Minnesota 


Duluth \ To The Wise 


Minneapolis 


oe 7 YES SIR... if you'd 
Mississippi like to boost — sales in 
te Jackson \S_the R. |. market, remem- 
, ‘ ‘ ber this—your message in 
Missouri \\ the Woonsocket Call goes 
oe: Oy ; ' ; S into the homes of virtu- 
Pe 9 \ ally all of the city's pros- 
Springfield \\_ perous 50,000-plus people. 
And to most of another 
Montana 54,000 in the surrounding 
—_— . , S rich industrial area. Reach 
0 Falls these 104,000 fast-spend- 
‘Sing people in their one 
Nebraska local daily, the — 
® Lincoln . 
Omaha 


Nevada 
402.4 


New Hampshire 
w& Manchester .... 341.9 
Nashua .. .. 310.4 
SS > 
Oy Representatives: Gilman, Nicoll & Ruthman 
pt Jersey Affiliated: WWON, WWON-FM 
ants Ce WS COVERS RHODE ISLAND'S 


 laabeth \ PLUS MARKET 


® Jersey City- RV VQ a aq Aan Qaa anon 
Hoboken WY \N GY 


~ 
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RETAIL SALES RETAIL SALES 
(S.M. Forecast for February, 1953) (S.M. Forecast for February, 1953) 
City R 
City City Nat'l City City we g E 
Index Index Index $ Index Index $ & Cc E 
1953 1953 1953 (Million) 1953 1953 1953 (Million) D 


vs vs vs. February vs vs. vs. February 
1939 1952 1952 1953 1939 1952 1952 1953 


N J ( +.) Oklahoma AVERAGE DAILY 
‘len igi w Bartlesville NET PAID 


we Newark ....... 3129 104.3 ae .... CIRCULATION 


% Passaic-Clifton . 477.0 104.7 
Paterson . 3114 97.8 ae City 
Trenton 333.6 102.2 ving 


New Mexico Oregon 4 998 
wy Albuquerque 886.5 Eugene 367.5 ei 2 \ 


% Salem . 416.6 


New York i 

; Pennsylvania 
<a mies DEMONSTRATING 
% Binghamton 319.5 g entown 


& Buffalo 359.8 p99 Tae = ; THE SENSATIONAL 


*% Elmira 393.6 f f Bethlehem 
ww Hempstead %& Chester .. ’ ‘ q : 
Township 786.0 C Erie : C GROWTH OF THE 
Jamestown 343.2 %& Harrisburg GS j 8 ; 
we New York 327.6 j Johnstown 5 36 NORRISTOWN MARKET 
Niagara Falls 356.2 6 : Lancaster 
%& Norristown 4 
* eke = : on Cle Most important segment of 
° “ .26 : ‘6 ’ ° . 
Schenectady 351.8 Philadelphia 18.6 The Greater Philadelphia 
% Syracuse 331.2 . & Pittsburgh d 4 A rea!” 
% Troy 354.6 Reading . 
Utica . 347.6 c Scranton 


North Carolina York 308 Gimes 
Asheville 395.0 NORRISTOWN. Z. 


1 : Rhode Islan 
Charlotte 535.3 d Represented Nationally By 


% Durham 431.7 ] Providence 298.2 1035 99.5 25.7 The Julius Mathews Special 

% Greensboro 674.3 Woonsocket 3206 936 90.0 7 Agency 

% Raleigh 511.5 
Salisbury 407.5 

¥%& Wilmington 387.2 

% Winston-Salem 389.2 


i ee NORTH JERSEY’S 
SS RES PREFERRED CITY 


%& Cincinnati 361.8 

Cleveland 403.3 
%& Columbus 366.0 8.25 : 122 P . 
% Dayton 399.1 Passaic-Clifton’s sales volume this month 


% Manstield 398.4 1 P 4 2 ‘ increase 4 
tll a will total $14,600,000 . . . an increase of 


% Toledo 403.3 1.7% over February of last year. No other 
Warren 455.6 - ° . . 
Youngstown 360.0 North Jersey Highspot city tops this per- 


centage increase this month, according to 
Selling Is Easy Sales Management forecasts. 
in Newport, R. I. 


The Herald-News . . . with the largest circulation 


Newport's $1,913 income per : — 
capita tops every city in the state. of all Bergen and Passaic County newspapers 


Newport County with $1,956 per offers national advertisers February’s best oppor- 
capita tops every city and county 


; tunity for increased sales in North Jersey. 
in the state. : 


Only daily newspaper published 

i Newpo Co Rhode 

ce aan ete THE HERALD-NEWS 
? OF PASSAIC-CLIFTON, N. J. 

The Newport Daily News 


New York General Advertising Office—James J. Todd, Mgr. 
Represented by The Julius Mathews 45 West 45 Street, New York 36, N. Y.—Columbus 5-5528 
Special Agency, Inc. 
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Aggressive and well established na- 
tional food manufacturer offers ex- 
ceptional opportunity for sales 
manager and division sales super- 
visor, with established past record 
of personal sales and merchandis- 
ing and with ability of organizing 
sales personnel and sales programs. 
Must have wide acquaintance with 
buyers of larger chains, buying as- 
sociations, wholesale and distribu- 
tor outlets 

Also opening for man with past 
experience in buying of raw ma- 
terials for large volume margarine 
and salad dressing operations 
Products manufactured are mar- 
Karine, salad dressing, peanut but- 
ter, cucumber pickles, prune juice 
Address in writing your reply to 
Mr. Stephen J. Bartush, President, 
Shedd-Bartush Foods, Ine., 14401 
Dexter Bivd., Detroit 6, Michigan 
Give in first letter, age, marital 
Status and full detail of your past 
experience and territories covered 
No personal interviews granted un- 
til arranged for. 


SALES EXECUTIVE 
AVAILABLE 


. Over 20 years in sales end of 
building material industry. 

. Outstanding personal and sup- 
ervisory sales record. 
Broad experience in selection, 
training and direction of sales- 
men. 

4. Highly successful in establish 
ing sound distribution. 

Resume submitted upon request. 

Write Box 2938, 


SALES AND /OR SALES 
PROMOTION MANAGER 


Farm and Builders Hardware Markets 
Experienced in supervision of salaried 
salesmen and manufacturers’ agents 
Well versed in quotas, incentives and 
contests. Exceptionally persuasive let- 
ter writer. Experienced as salesman, 
district Sales Manager, Regional Sales 
Manager, Division Sales Manager and 
Product Sales Manager for sales na 
tionally. Salary secondary to challenge 
and opportunity, Family man under 
forty. Will relocate. Box 2934 


SALES MANAGER 
WANTED 


$10,000 SALARY, PLUS COMMISSION 
AND EXPENSES 


Wholesale Appliance. Midwest Region 
Are you interested in joining a young, 
capable, energetic, well established and 
successful organization with room for 
you to expand and grow both in ex 
perience and earnings, using your abil- 
ity and initiative to full advantage? 
Our company is a leading manufacturer 
of a nationally advertised and mer- 
chandised kitchen appliance in a rela- 
tively new and unsaturated field. If 
you have a college education and suc- 
cessful sales management experience in 
allied fields and would now consider a 
change because of lack of opportunity 
to progress or expand seniority, or 
earnings not commensurate with your 
true abilities, please send us a resume 
of your educational and business ex- 
perience, All replies will be maintained 
in strict confidence. This important 
position would place you in full charge 
of our established midwest region di- 
recting a sales program to whalesaleve. 
Other Regional Sales Managers now 
earning $15,000 to $25,000 per year 
Reply Box 2936 


RETAIL SALES 
(S.M. Forecast for February, 1953) 


City 
City City Nat'l 
Index Index Index $ 
1953 1953 1953 (Million) 
vs. vs. vs. February 
1939 1952 1952 1953 


South Carolina 


%& Charleston 425.1 
*% Columbia 502.4 
Greenville .. 463.2 
Spartanburg 586.1 


South Dakota 


we Aberdcen . . 509.8 
Sioux Falls 360.6 


Tennessee 


Chattanooga ... 372.4 
Knoxville ..... 3848 
Memphis 407.9 

% Nashville 4149 105.0 


Texas 


*® Amarillo 

® Austin 

w% Beaumont 

w% Corpus Christi 

* Dallas 

w® El Paso 

% Fort Worth 
Galveston 

® Houston 

%®& Lubbock 
San Antonio 
Wase ...6-. 

%& Wichita Falls . 


Utah 


Ogden ..... 
Salt Lake City 


Vermont 


% Burlington 
Rutland 


Virginia 
Lynchburg 

we Newport News 

% Norfolk 

% Portsmouth . 
Richmond 
Roanoke 


DO YOU NEED A 
SALES TRAINING DIRECTOR? 


Experienced aggressive man of 35 can 
recruit, test, train salesmen. Develop 
and train supervisory levels. 7 years 
experience as sales training director for 
company of 400 salesmen. Previous ex- 
perience as salesman and field super- 
visor in food industry. 

Coll. grad. married. Box 2935 
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RETAIL SALES 
(S.M. Forecast for February, 1953) 
City 
City City Nat'l 
Index Index index 


$ 


1953 1953 1953 (Million) 


vs Vs. vs. 
1939 1952 1952 


Washington 


% Seattle . .. 377.2 104.5 100.5 
%& Spokane .. 356.6 105.2 101.2 
Tacoma 389.9 1019 98.0 
Yakima .. 3448 968.7 949 


West Virginia 

% Charleston .... 402.4 1086 104.4 

% Huntington .. 400.2 107.1 103.0 
Wheeling 328.7 95.8 92.1 


Wisconsin 


Appleton .. 100.7 96.8 
Green Bay . 1010 97.1 
% Madison 105.1 101.1 
% Milwaukee 104.9 100.9 
Racine ...... , 103.0 99.0 
Sheboygan .... 4 994 95.6 
Superior 100.8 96.9 


Wyoming 
118.2 113.7 


% Cheyenne 105.5 101.4 


RETAIL SALES 
(S.M. Forecast for February, 1953) 
City 
City City Nat'l 
Index Index Index 
1953 1953 1953 
vs vs 


. vs. 
1941 1952 1952 


CANADA 


106.0 100.0 


Alberta 


% Calgary 504.2 125.1 118.0 
% Edmonton 1146 108.1 


British Columbia 


% Vancouver ..... 439.6 108.1 102.0 
*% Victoria ; 380.9 106.5 100.5 


Manitoba 


*& Winnipeg 106.5 100.5 


New Brunswick 
Saint John .... 229.6 1055 99.5 


Nova Scotia 
Halifax 56: ee 


Ontario 


Hamilton 6 1001 94.4 
London ....... \ 98.1 92.5 
w® Ottawa 114.3 107.8 
% Toronto .2 107.9 101.8 
Windsor 9. 976 92.1 


Quebec 


Montreal .. 7 102.4 96.6 
Quebec 4 100.7 95.0 


Saskatchewan 
*% Regina 383.5 1168 110.2 


February 
1953 


$ 
(Million) 
February 
1953 


9.32 
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INDEX TO ADVERTISERS 


Advertising Checking Bureau 
Agency: Harris & Bond, Inc 
Abernethy Publications aon 
Agency: Liller, Neal & Battle 
Aero Mayfiower Transit Company .. 
Agency: Sidener & Van Riper 
J. Aigner Compemy .... 0.2.00 ces. 
Agency: The McNulty Advertising Agency 
Air Express Division Railway Express ... 
Agency: Robert W. Orr & As:ociates 
ED Soon danaedsae enw son 
Agency: Clinton D. Carr & Company 
Altoona Mirror 
American Weekly 
Agency: Cecil & Presbrey, Inc 
Army Times 
Agency: Clinton D. Carr & Company 
Aviation Age . 
Agency: Hazard 


Batten, Barton, Durstine & Osborn ..... 
Bayonne Times 

Agency: Harvev B. Nelson Advertising Co 
Biddeford Journal 
Bolex—Paillard Products, Inc. 

Agency: Anders Associates Advertising 
Buffalo Evening News 

Agency: The Moss Chase Company 
Business Week 

Agency: Ellington & Company, Inc 


The Canton Repository 

Agency: Richard L. Grossman, Advertising 
Capital Airlines 

Agency: Lewis Edwin Ryan 
Chicago Daily News 

Agency: Patton Hagerty & Sullivan 
Chicago Thrift-Etching Corporation 

Agency: Lamport, Fox, Prell & Dolk. Inc 
Chicago Tribune ................4th Cover 

Aaency: N. W. Ayer & Son, Inc 
Chilton Company 

Agency: The Aitkin-Kynett Company 
Cincinnati Times-Star 

Agency: The Chester C. Moreland Co 
Cleve'and Plain Dealer 

Agency: Lang, Fisher & Stashower, Inc 


Da-Lite Screen Company 


Agency: Gourfain-Cobb Advertising Agency, Inc 
88 


Dallas Morning News 

Agency: Randall Perry Advertising 
Delta Air Lines 

Agency: Burke Dowling Adams, Inc 
Detroit News 

Aaency: W. B. Doner & Co 
Duplicate Photo Service 

Agency: Byron H. Brown & Staff 


Emery Air Freight Corporation 
Agency: J. M. Mathes, Inc 


Flying Tiger Lines 

Agency: Hixon & Jorgensen, Advertising, Inc 
Florida Times Union 

Agency: Newman, Lynde & Associates 
Four Wheels, Inc. 

Agency: H. M. Gross Agency 


James Gray, Inc. 

Agency: Hickey, Murphy. St. George, Inc 
Greensboro News Record 

Agency: Henry J. Kaufman & Associates 


Haire Publishing Company 

Agency: Ben Sackheim, Inc 
Happiness Tours 

Agency: The Biddle Company, Advertising 
The Heinn Company 

Agency: Paulson Gerlach & Associates 
Hile-Damroth, Inc. ................ 
The Schuyler Hopper Company 
House Beautiful 

Agency: Anderson & Cairns 


industrial Equipment News 

Agency: Laughlin Wilson Baxter & Persons 
industrial Maintenance 

Agency: Walter S. Chittick Company 
International Business Machines 

Agency: Cecil & Presbrey, Inc 


Littie Falls Times 

couisville Courier Journal & Times 
Agency: Zimmer McClaskey Advertising 

Lusteroid Container Company ° 
Agency: Fred H. Ebersold Inc. 
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Market Statistics 
Julius Mathews Special Agency, Inc. ... 
McCall's Magazine 

Agency: Cunningham & Walsh Inc 
McClatchy Newspapers 3rd Cover 

Agency: J. Walter Thompson Company 
Memphis Publishing Company 

Agency: Rosengarten & Steinke, Inc 
Meyercord Company 

Agency: Harry Schneiderman, Inc 
Middletown Press 
Milprint, Inc. 

Agency: Baker/Johnson & Dickinson 
Minneapolis Star & Tribune 

Agency: Batten, Barton, Durstine & Osborn 


National Broadcasting Company 
Agency: J. Walter Thompson Company 
National Business Publications, Inc. 
Agency: Henry J. Kaufman & Associates 
National Van Lines 
Agency: Kane Advertising 
Navy Times 
Agency: Clinton D. Carr & Company 
Newark News 
Newport (R.1.) News 
New York Times 
Agency: Royal & DeGuzman 
Norristown Times Herald 


Oravisual Company, Inc. ............-. 
Oriando Daily Newspapers 

Agency: Robert Hammond Associates 
Outdoor Life Magazine 

Agency: Wilson, Haight & Welsh, Inc 


Packaging Parade 

Agency: The Vanden Company 
Paducah Sun Democrat 
Passaic-Clifton Herald News 
Peoria Newspapers, Inc. 

Agency: Arbingast, Becht & Associates 
Philadeiphia Evening Bulletin . 

Agency: N. W. Ayer & Son, Inc 
Pittsfield Berkshire Evening Eagle 
Portiand (Me.) Press-Herald Express ... 
Practical Builder 

Agency: Hal Stebbins, Inc 


Redbook Magazine 
Agency: Ellington & Company 
Reeves Soundcraft 
Agency: Dowd, Redfield & Johnstone, Inc 
Reynolds Metals 2nd Cover 
Agency: Buchanan & Company 


St. Louis Post Dispatch 
Agency: Gardner Advertising 
Salem Evening News 
Sales Management 
Sales Tools 
Agency: George F. Koehnke, Inc 
Salisbury Post 
Agency: J. Carson Brantiey Advertising Agency 
Seventeen Magazine $0:5) 
Agency: Al Paul Lefton Company 
Sioux City Journal & Journal Tribune ... 
South Bend Tribune 
Agency: Lamport, Fox, Preli & Dolk, Inc 
Sparky Specialties 
Agency: Sales-Aide Service 
State Teachers Magazines ............. 
Agency: M. Glen Miller Advertising 
Sweet's Catalog Service 
Agency: The Schuyler Hopper Company 


Tacoma News Tribune 

Agency: The Condon Company 
Technical Service, Inc. 

Ageesy Charles M. Gray & Associates 
J. alter Thompson Company 


U.S. News & World Report 
Agency: The Caples Company 


WMC (Memphis) 

Agency: Simon & Gwynn 
WOAI-TV (San Antonio) 

Agency: Wyatt Advertising Agenc 
WOR (New York City) (Mutual sone 69-69 
Waddell Company 15 

Agency: Advertising Council 
Wall Street Journa 

hore: Bozell & Jocobs, Inc 
David hite Company 

Agency: Klau-Van Pietersom Dunlap 
Winston-Salem Journal & Sentinel 

Agency: Bennett Advertising Inc. 

Woonsocket Call 
Agency: Gordon Schonfarber Associates 


SALES MANAGER ... 


with successful 14 year record of per 
sonal sales, sales management and sales 
training desires better opportunity to 
use initiative and resourcefulness in 
management capacity Particularly ef 
fective in developing and directing field 
selling organizations on incentive com- 
pensation basis. Willing to relocate for 
earnings opportunity commensurate 
with volume increases. Box 2942 


OPENING DOORS FOR 
YOUR SALESMEN ... 


ter is a specialized job, but a good house 
organ editor can do it for you. 


A publication that reaches the people you want 

to sell with heipful information about your prod 

ucts or services (and how your best customers are 
using them to ad- 
vantage) will soften 
up prospects in P- 
tween your saies- 
men's visits. 


if you are consifer- 
ing such a publica- 
tion, then you are 
looking for a man 
who can shake hands 
in print with your 
prospects, accounts, 
dealers, or industrial 
buyers. You want a 
man experienced in 
putting together a 
attractive publication that tells your companys 
message in your buyers’ language—and a man 
who is experienced in holding down production 
costs and holding to a production schedule. 


A sales house organ editor with seventeen year's 
successful farge-company experience in business 
communications, currently employed, is seeking 
a better position in the New York City area. Age 
—under 40, Salary—under $10,000. Box 2940 
SALES MANAGEMENT 


RESEARCH DIRECTOR 


Thoroughly experienced man 
to head research department in 
Midwestern 4A Advertising 
Agency. Should have extensive 
background in all fields of Mar- 
keting Research, including Prod- 
uct, Brand, and Consumer. A 
knowledge of copy and media 
research in food field important. 
If you qualify, send full details 
of experience, your age, educa- 
tion, and salary requirements. All 
replies confidential. Box 2937. 


GENERAL SALES MANAGER 
heavy industrial 
machinery experience 


Unusual opportunity in a newly created 
position with established leader in its 
field for a man, to fifty years, with a 
minimum of fifteen years, national 
sales experience 


Must be able to supervise and ‘‘spark”’ 
domestic sales force and foreign agents 
Unit sales $5,000. to $250,000 ME 
degree preferred. Salary $15,000. plus 
commission, plus expenses. Box 2939 


SALESMAN - MERCHANDISER 
AND TRAINER 


14 yrs. in automotive, petroleum pro 
ducts & floor coverings fields in New 
York City area & nationally. Work on 
premise that every market is a buyers 
market, Hate order takers and apologists 
Don't recognize existence of so called 
“intangible products or services.” Any 
one can sell goods, but I get ‘em off 
the shelves as well. Presently employed 
but limited in scope, How can I help 
you Box 2941 


BY T. HARRY THOMPSON 


Too late for 
Christmas issue came this contribu- 
tion from Jim Morrow, a sign on the 
door of a Philadelphia toy-shop, read 
Sefore Christ 


inclusion in a pre 


ing: “Please Open 
mas.” 


Incidentally, Rust Craft Cards 
liked “The plight before Christmas” 
for a color-spread in the Post. So 
did Philco five years ago, when I tried 
it on a man ordinarily allergic to a 
play-on-words. 

rs 


Klectric switch: “Reading and 
Lighting and ’Rithmetic.”’ 
Electric. 


-General 
& 

ESCALATOR: Stairway to the stores. 
J 


Gabriel Heatter naturally works 
himself into a lather to sell Noxema 
Shave-Cream, 

* 


MIAMI: A land flowing with silk and 
money, 


‘Tessie O'Paque told the gang at 
the office that she went to the fancy- 
dress ball “in the garbage of Joan 


of Are.” 


nit—“You say he’s a spy?” 
wit—“Well, I saw him with a spy- 
glass od 


If | remember right, it was How- 
ard York, of the Doremus agency, 
who confected this swell slogan for 
Bermuda: “So near and yet so for- 
eign, 


The erudite ‘Lynn Belvedere” of 
the films says there are so many ves- 
men in Hollywood, he calls it the 


“Land of Nod.” 


MAHOGANY PITCHERS: Ewers of wood. 


108 


No, Tessie; you Can’t exactly refe1 
to a cough-drop manufacturer as a 
hoarse doctor. 

* 


Four good reasons for keeping my 
IV set: Arthur Godfrey's Chor- 
dettes, harmonizing a capella. 


BIG MEANY: Head of our biggest union. 


Just gagging, of course, Don 
Raihle writes: ““When the President- 
designate picked Lodge and Dodge as 
representatives between the 
new and the old Administrations, I 
little apprehensive lest he 
should also appoint Hodge and Podge. 
That would have made quite a quar- 
tette!”’ 


liaison 


Was a 


Hal Taylor, associate director of 
public relations, The American In- 
surance Group, sends a thought for 
some lingerie advertiser: “We don’t 
care who wears the pants. We are 
talking to those who wear the 
panties.” 


Wouldn't you be surprised to see 
a menu-card: “Chef's Sug- 
gestion: Drop dead!” 


this on 


nit—"“Were you ever fired with en 
thusiasm ?” 

wit—‘‘Yeah; the sales manager was the 
one with the enthusiasm.” 


Keeping a roof over your head is 
more important than ever, according 
to Orville Reed. You need it for a 
television aerial. 


Testimonial Dep't: If you're still 
squeezing oranges, as we are at our 
house, let me recommend Juice-King, 
in the size that takes a whole orange, 
cuts and squeezes it in one operation. 


“If there is one enterprise on earth 
that the quitter should let alone, it is 
advertising. Advertising does not jerk 

. it pulls. It begins gently at first, 
but the. pull is steady. It increases 
day by day, year after year, until it 
exerts an irresistible power.”—John 
Wanamaker, 

* 


“It’s unfortunate that common de- 
. , ” 
cency isn’t more common. Imp. 


Neat play-on-words by the John 
LaCerda agency for Lebanon Steel 
Foundry: “A message from the foun- 
ders.”’ 


I find it was a former colleague, 
Ayer’s George Cecil, who wrote (for 
the International Correspondence ° 
Schools) the trenchant passage quoted 
by Adlai Stevenson: “On the Plains 
of Hesitation bleach the bones of 
countless millions who, at the Dawn 
of Victory, sat down to wait—and 
waiting, died.” 

* 


As Ed Wynn used to say, I love 
‘em when they’re silly. Like where 
one fellow says: “Will you join me 
in a cup of coffee?” and the other 
fellow says: “Sure. You get in first.” 


There’s another oldie hallowed in 
the halls of vaudeville, where one guy 
asks: ““‘What do you do with garbage 
at your house?” and the punch-line 
is: “Oh, we just kick it around until 
it gets lost.” 


Upper-Echelons Dep’t: “We may 
divide thinkers into those who think 
for themselves, and those who think 
for others. The latter are the rule, 
and the former the exception. The 
first are original thinkers in a double 
sense, and egoists in the noblest mean- 
ing of the word. It is from them only 
that the world learns wisdom. For 
only the light which we have kindled 
in ourselves can illuminate the way 
for others.” —Schopenhauer. 


Ghosting a story on a centrifugal 
dye-casting process recently, I sug- 
gested a headline, which editors usu- 
ally prefer to pick for themselves: 
“Out of this whirl.” 


Aside to a couple of generals, 
Motors and Electric: What happened 
to them there year-end dividends ? 


SALES MANAGEMENT 


-apon 
ws a 


LIKE CALIFORNIA WITHOUT THE 
BILLION DOLLAR VALLEY OF THE BEES 


If you’re going into California completely armed for sales, you’ll need 
newspaper coverage in the inland area — the Billion Dollar Valley of the Bees that 
has more buying power than San Francisco and Oakland combined. And the favorite 


rewsmpersinihsarasre-- Me QLATCHY NEWSPAPERS 


THE SACRAMENTO BEE « THE FRESNO BEE « THE MODESTO BEE 


NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


DO" OE att 


Your assurance of better store display, 
larger inventories and faster turnover— 


The Chicago Tribune 
nsumer-Franchise Plan! 


THE GROWING TREND among 
retailers to pare lines to fewer 
brands presents a major 
problem for manufacturers. 
Coupled with the increasing 
share of the market enjoyed 
by chain and private labels, 
the movement requires 
aggressive action towards 
building a strong consumer 
franchise if you are to get the 
volume you want. 


If your effort to open and 
expand distribution is bottle- 
necked by retail practice, you 
will be interested in a proved 
procedure developed by the 
Chicago Tribune from first 
hand knowledge of selling 


Chicago 


1333 Tribune Tower 


New York City 
A. W. Dreier E. P. Struhsacker W. E. Bates 
220 E. 42nd Si 


and advertising in Chicago. 

Integrated with retail 
thinking and store operations, 
the Tribune plan earns better 
shelf position and store dis- 
play for your brand. It results 
in greater productivity from 
your salesmen and larger 
orders without resort to spe- 
cial discounts, deals, premi- 
ums or price cuts. 

Because it gets for your 
brand a greater share of the 
day-to-day buying of con- 
sumers it builds for you a 
market position strongly re- 
sistant to competitive selling. 
It meets today’s conditions 
and serves as a sound basis 


CHICAGO TRIBUNE REPRESENTATIVES 


Detroit San Francisco 


Penobscot Bldg. 15S Montgomery St 


Fitzpatrick & Chamberlin 


for future expansion. Rich in 
results in Chicago, the plan 
can be set up in any market. 

Here is the kind of a spe- 
cific program that makes 
sense to the executive who 
seeks a constructive method 
that will build high annual 
volume and contribute to 
continued company growth 
and financial success. A Trib- 
une representative will be 
glad to discuss this consumer- 
franchise plan with you. Ask 
him to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Los Angeles 


Fitzpatrick & Chamberlin 
1127 Wilshire Bivd, 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC, 


